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Who Says You Can’t 
Sell At List Price? 


If you do, you'll get an argument from 
this Baltimore dealer. Here’s how he runs 
a one-price house which has passed the 
million dollar a year mark. see page 20 


Don’t Just Sit There 


Get out of the store and sell door-to-door, 
says this dealer who hunts sales out in 
Apache country. see page 22 


New Maytag Dryer 
Measures Moisture 


In an exclusive report to EM Week, May- 
tag reveals how its new dryer—introduced 


today—prevents overdrying. see page 3 





Refrigerator Push On 


Manufacturers line up behind NARDA’s 


trade-in promotion. 





see page f 


Now Norge Presents 


Coin-Op Dry Cleaner 


It looks like a conventional combo, cleans 
an 8-lb. load. New distribution setup will 
market it. see page 2 
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Whirlpool’s new ‘“Blanket-O-Flame”’ range (see page 3) is just one of 
the exciting products being introduced this week at AGA’s convention 


ook What They're 
oing With Gas 


As gasmen convened in Atlantic City yes- 
terday for the American Gas Assn. conven- 
tion and exhibit, they found their industry 
stoking its blue flame in preparation for a 
long fight with electricity. The fuel: New gas 
products from both manufacturers and AGA 
research labs. 


On the appliance side, Whirlpool’s ‘“Blanket- 
O-Flame” range, above, was just one of the 
new offerings. Also at the Whirlpool booth: 
A new gas combo. 

Some of the other new appliances: 
e A flameless gas refrigerator and an “‘in- 
stantaneous” water heater from Norco, Inc., 
Los Angeles. 
e@ Prototype of a new gas room air condi- 
tioner, which would work on the absorption 
principle. 
@ Combination range-space heater from 
Mount Vernon Furnace & Mfg. Co., Mt. Ver- 
non, Ill. 





e A cooker that thaws and warms prepared 
food by forced convection. 

@ Maytag’s new dryer (see story page 3). 

e Continued hints of a gas dishwasher from 
Preway. 


And on the technical side: 

e Thermoelectric generators that work on 
natural gas from at least two manufacturers, 
Minnesota Mining and Manufacturing Co. 
and Arkla Air Conditioning Corp. 

e@ Sonic leak detector, which permits finding 
pipe leaks without tearing up streets. 

@ Plastic pipes for carrying gas underrround 
and into the home. 


But brand-new products aren’t the only ones 
in the spotlight at AGA’s ‘“‘Festival of Flame” 
exhibit in the boardwalk city’s new con- 
vention hall. At least one old-timer—by com- 
parison—is still generating plenty of interest: 


Q 


Continued on page 8 


IAEL Absorbs 
Facts Of Life 


It was summer-hot in Kansas 
City last week, but men at the 
IAEL conference ignored the 
temperature. They were busy 
facing some hard facts 


From Clifford C. Simpson, presi- 
dent of the International Assn. of 
Electrical Leagues, came this key- 
note warning: “Our rate of growth 
has been entirely too small. Today 
there are 60 electrical leagues. 
There should be 100.” 

And a_ government economist 
solemnly declared, “It is not too 
difficult to imagine a sequence of 
developments which might 
orient the economy into a definite 
decline before the end of the year.” 


“This is not gloom,” Simpson said 
after his talk. “It’s soul searching. 
We simply realize a need to step 
up our program.” 

The association, he 
faces two key problems: 
e There are no electrical leagues 
in such booming cities as Dallas, 
Houston and Seattle. 

@ Some existing leagues are weak, 
ineffectual, don’t fulfill their basic 
task of promoting electricity. 


explained, 


Simpson’s own solution was 
summed up, in part at least, in his 
talk. “Let us hope that IAEL will 
develop a strong plan to aid in the 
creation of more leagues and to as- 
sist many of the already established 
ones.” 

Specifically, he hopes to create a 
committee which, he said, “would 
draw up a plan of attack to develop 
new leagues and help older ones.” 

And from Joseph F. Miller, NEMA 
managing director, came the prom- 
ise of still more aggressive promo- 
tions. ‘‘We can and we do plan to 
get out of our problems and one 
way is with promotions.” 


The convention’s humor came from 
opening: day speaker Mayor H. Roe 
Bartle of Kansas City. ‘Come to one 
of our city council meetings,” he 
urged. “They open with a prayer 

. and close with an investigation. 
They’ve investigated everyone in- 
cluding me.” 

The real meat, though, was in the 
final day’s session. Morning speak- 
ers included John H. K. Shannahan 
(“The 1961 Live Better Electrically 
Program’’), J. M. LaRue of Kansas 
Gas & Electric (“How We Promote 
Electric Heat’), and G-E’s George 
Bogard (‘“‘What’s Ahead for Medal- 
lion Homes?’’). Luncheon speaker 
was Sherman Knapp, EEI president. 





1,240 Trading Companies 
Draw Suspension by MITI 


A potential supply of 496,000 
Japanese transistor radios per month 
for the U.S. and Canada was sud- 
denly cut off by MITI’s order last 
week. 

The suspended trading companies 
had no record of export shipments 
prior to July of this year, but were 
exporting with a permit from MITI. 

With MITI’s approval, the com- 
panies could have shipped no more 
than 400 radios with three or more 
transistors each month. But if each 
company hit that number, they 
could account for almost half-a- 
million radios. 
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HERALD OF A NEW INDUSTRY? Norge’s new coin-operated dry cleaning 
machine. Although it looks like a conventional washer, machine takes cleaning 
solvent from a reservoir. Solvent can be reused by bank of machines. 


‘New Industry’ Ahead 


Norge introduced its long- 
awaited coin-operated = dry 
cleaner last week. A new dis- 
tributor organization will fol- 
low soon 


Norge executives unveiled the 
dry cleaner in Chicago, then chris- 
tened it in a bath of superlatives. 

“IT see in it a strong parallel to 
the automatic washer which revi- 
talized the appliance business and 
created a new industry,” said Board 
Chairman Judson Sayre. 

Sayre and President Robert H. 
Quayle Jr. predicted the new unit 
would “multiply dry cleaning sales 
volume from five to 10 times and 
build a new industry.” 


Superficially resembling a combo, 
it will clean eight pounds of cloth- 
ing (three men’s suits or eight 
women’s dresses) in 45 minutes fo1 





the nominal price of $1.50. 

A normal installation would be 
eight individual units in a _ bank, 
drawing a Norge-formulated sol- 
vent called “Norge-Clor” from a 
central bank. The solvent, basically 
perchlorethylene with a detergent 
charge, can be re-used indefinitely 
because of a filtration process. 


Norge bills its system as “built-in, 
wrinkle-free cleaning.” 

“Creases, pleats, ruffles, etc. are 
still sharp after cleaning,” said 
Quayle. “Garments even shed wrin- 
kles. The pressing or _ ironing 
amounts to only a touch-up with a 
steam iron.” 

Norge will set up the distributor 
organization, again in Quayle’s 
words, because “this dry cleaner is 
such a radically new product in a 
highly specialized field it was felt 
a separate sales unit was needed.” 
No purchase price was announced. 





Carey’s IUE Strike Slows, 
But Doesn't Close Up G-E 


General Electric’s production of a 
bewildering number of devices fo1 
the American home slowed last 
week, but the strike called by hard- 
driving, colorful James B. Carey 
failed to choke off the nation’s 
largest manufacturer of electrical 
products. 

As the first week of the strike by 
the 70,000 G-E members of the In- 
ternational Union of Electrical 
Workers came to a close: . 

e Union and management seemed 
no closer in their search for a new 
contract. At dispute were wages, 
supplementary unemployment bene 
fits and continuation of a cost-of- 
living escalator clause. 

e The company stuck by its pack 
age proposal and warned ominousl)s 
that a long strike would endange: 
employees’ jobs because of the toug! 
competition in the appliance indus- 
try which makes for a ready labor 
market. 


What were the strike’s effects? At 
the major appliance division in 
Louisville, Ky., the company claimed 
more and more workers were re- 
turning. Some full-scale production 
was expected. In Syracuse, swept 
by violence on the picket line, tele- 
vision receiver production was run- 
ning at about 25% of normal. 
Housewares production in Bridge- 
port, Conn., was continuing with 
about 80% of the normal work 
force reporting, the company said. 
The phonograph division in Decatur, 
Ill., was unaffected. It operates un- 
der a contract with the non-striking 
International Assn. of Machinists. 


A settlement? It seemed far away. 
G-E’s attitude: Take the proposed 
contract, or leave it. And Jim Carey, 
despite some grumbles from his 
AFL-CIO allies, dug in for a long 
wait after watching G-E reject his 
30-day “truce” offer. 





Japan’s Co-Op: 
Where It Goes 


Although some _ cooperative 
advertising money is being 
offered by importers of Japa- 
nese radios, getting your share 
may depend on who you are 


If you’ve got a yen for Japanese 
co-op advertising money, you'll 
find no set method for getting those 
dollars. Some importers are work- 
ing on a standard American plan, 
but much depends on (1) the size 
of your commitment to Japanese 
radios, (2) the importer you deal 
with. 


Basically, this is the situation: Big 
Japanese companies—Toshiba, Sony, 
Hitachi, Matsushita, Shriro—are 
providing their U. S. distributors 
with some money for cooperative 
advertising. But smaller importers, 
who buy radios from _ several 
sources, as a rule get promotion 
money from no one, and any co-op 
money these distributors offer must 
come from their own pocket. 

Often co-op is just another way 
of passing on a rebate, either from 
the Japanese factory to the im- 
porter, or from importer to dealer. 

From Harold S. Davidow, presi- 
dent of Longwood Radio of New 
York and distributor of Kowa, came 
this appraisal of industry co-op 
practices: ‘You can slice it a million 
ways, but this co-op really amounts 
to a price reduction.” 

Even among the largest Japanese 
importers, there’s no standard way 
to pass the buck. 

The Sampson Co. of Chicago, 
which handles Hitachi, gives each 
dealer ad credit equal to 2% of his 
purchases. The dealer is then reim- 
bursed for 50% of the cost of his 
ads, up to the 2% limit. Sampson 
gets a flat advertising allocation 
from Hitachi, which is renegotiated 
every six months and has been in- 
creased each time, according to a 
Sampson spokesman. 

Other importers treated the en- 
tire subject gingerly, refusing to be 
as explicit as Sampson’s spokesman. 


Stick to newspaper advertising is a 
definite rule at Transistor World 
Corp. (Toshiba), according to Gen- 
eral Manager Richard Stollmack, 
who patterns his operation after 
“the standard American system.” 

Next year, Transistor World in- 
tends to set up a separate fund for 
every radio sold to distributors, 
Stollmack said, and then make the 
money available to distributors for 
co-op. 

Sony, which offers ad mats to 
dealers, concentrates on national 
magazine advertising, according to 
a spokesman, and also has used one- 
minute radio spots, with dealers’ 
names dropped in. 


The key man in the picture is still 
the key account. 

One importer described the sit- 
uation this way: “Our allowance is 
a percentage amount, proportionate 
to the purchases. We might give 30 
or 40% of the purchase. With one 
firm we feel we want to advertise 
with because of its prestige, we pay 
the major cost of the ad. 

“This can go to 100% of the ad 
cost, depending on how important 
the buyer is. Yes, it’s conceivable 
the buyer is going to make money 
with his ad allowance.” 
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The Flame That Won’t Curl Bacon 


That’s just one of the claims Whirlpool makes for its new 
“Blanket-O-Flame” built-in gas range being shown at this week’s 
American Gas Assn. convention in Atlantic City 


Other stunts the firm uses to 
demonstrate the range include: 
e Frying an egg in a paper plate 
without burning the plate. 
@ Melting chocolate cubes in their 
own paper wrappings’ without 
scorching the wrappers. 
@ Setting a paper napkin over a 
flame for five minutes without ig- 
niting the napkin. 


Powered air does it all, say Whirl- 
pool engineers who spent $1 million 
and three years in developing the 
Blanket-O-Flame unit. 

Generated by a tiny fan within 
the range, powered air pours from 
a vent just above the burner ports 
and spreads the heat, blanket-like 
(hence the name) over a wide area. 
The fan draws in air through side- 
ports. 

“In a standard gas range,” a 
Whirlpool technician explained, 
“the flame and heat rise straight up, 
cieating hot spots. By using pow- 
ered air, we spread the heat evenly 
over an area wide enough to cover 
the widest pan. 

“Bacon curls when the frying 
pan is hotter at one point than an- 
other. There are no hot spots on a 
Blanket-O-Flame range so the ba- 
con doesn’t curl. That is also why 
the paper plate and napkin don’t 
burn.” 


To emphasize the point, a paper 
napkin was placed on a standard 
gas range. It was brown and 
scorched within 15 seconds. Most 
ranges pull air from spaces be- 
neath the burners. With powered 
air Whirlpool says these spaces can 
be eliminated. The range surface of 
the Blanket-O-Flame is a _ nearly 
solid sheet of brushed chrome, 
broken only at the four points 
where the silver-dollar-sized burn- 
ers poke through. 

This surface completely shields 
the burner boxes and pipes from 
dirt and grease. The grates lift out, 
leaving only the flat, shiny range 
surface to clean. The burners and 
burner shields also lift out for 
cleaning. 


Seven click-stop controls mounted 
on top of the range regulate the 
flame. Stop No. 1 is “keep warm” 
and this is the setting Whirlpool 
uses to cook its egg and melt its 
chocolate. Stop 7 at the far end of 
the scale, is “full on’—9,000 Btu’s 
on the back burners, 12,000 on the 
front -burners. This position will 
quickly bring large quantities of 
food to cooking temperature. 

All controls ride in nylon bear- 
ings and can be removed easily for 
cleaning—a Blanket-O-Flame fea- 
ture which Whirlpool is stressing. 


Magic Flame is Whirlpool’s name 
for its thermostatic burner. This 
unit has two controls—on-off and 
temperature setting. Four relay 
units turn the flame on and off (it’s 
on about one-quarter of the time) 
to maintain an even temperature. 

“No ups and downs on heat,” 
Whirlpool says. “On conventional 
thermostatic units,’ the technician 
explained, “‘there’s a heat variance 
of 25 to 50 degrees. With Magic 
Flame, the variance is never more 
than 10 degrees.” 


Marketing plans for Blanket-O- 


Flame aren’t final yet, but Whirl- 
pool will test the range in four or 
five areas—all with good utility 
coverage—through the end of 1960. 
Distributors will see the range 
later this month. Dealers—except 
for a few in test areas—probably 
won’t be able to stock it until 1961. 
No list price has been set. 


Right now, Blanket-O-Flame is 
available only in the built-in range. 
By next year, it should also appear 
in a companion oven. Plans call for 
it to be incorporated eventually in 
a free-standing unit. 


EASY CLEANING FEATURE of Blanket-O-Flame is shown below in picture 
of burners without grids. Stainless steel makes the built-in even easier to clean 


os aa : . ; 








Maytag: Dry—But Not Too Dry 


The company’s new Magic 
Touch dryer will be promoted 
with this drumbeat. It shuts 
itself off when the clothing in- 
side is just dry enough 


Maytag will introduce the dryer 
later today in Chicago. At the in- 
troduction, the company will toss 
a new problem—and its solution— 
at the home laundry industry. 


The problem: Overdrying. 

The solution: Maytag’s Magic Touch 
dryer which makes overdrying im- 
possible. 

Magic Touch is an electronic con- 
trol system which measures the 
moisture content of clothing in the 
dryer. When the proper degree of 
dryness is reached, the dryer auto- 
matically shuts off. 

“. . . automatically shuts off,” a 
Maytag statement reads, ‘“‘before the 
natural moisture of the fibers is 
removed and thus positively pre- 
vents overdrying.” 

Residual moisture is found in all 
natural fibers, the statement con- 
tinues. “To retain the soft, natural 
state of the fibers, this moisture 
must not be completely removed. 
When it has been eliminated by al- 
lowing the dryer to run too long, 
fabrics become harsh, crinkled and 
unpleasant to the touch.” 

Additional effects of overdrying? 
“Fibers may become brittle, cloth- 
ing is more difficult to iron, exces- 
sive shrinkage may result, some 
fabrics may turn yellow.” 


Actual measurement of moisture is 

















NEW MAYTAG DRYER needs to be set only to desired moisture content of 
clothes, left, and the moisture sensing device at right does all the rest. 


done by 72 electronic sensory ele- 
ments which are attached to baffles 
mounted inside the revolving drum. 
These elements “feel” the clothing 
while the dryer is operating. 

When the moisture content dips 
to a predetermined level, the con- 
trol system either turns off the 
dryer or activates a timing device 
which controls the final condition- 
ing and cool-down period of “regu- 
lar” and “wash-and-wear” settings. 
This electronic control system 
works independently of any outside 
influences such as humidity and 
temperature. 

All electronic components are 
housed in a small, plastic box in the 
dryer’s back panel. If the system 
should fail—Maytag says it will 
probably outlast the dryer—the 
control box is replaced with a new 
one. 





Most automatic dryers operate on 
timed drying cycles. 

Automatic models, marketed by 
several manufacturers in recent 
years, generally measure the air 
temperature of the exhaust to de- 
termine the length of the drying 
cycle. As clothing dries, the ex- 
haust temperature rises. When it 
reaches a predetermined point, the 
machine shuts off. 

Maytag says its dryer—available 
in either gas or electric—is first on 
two counts: 

e First to measure moisture to de- 
termine the length of the drying 
cycle. 

@ First to include a measuring de- 
vice right in the drying chamber. 


Three automatic settings—and two 
timed settings—are available on 
this dryer. 





Roper Pushes 


Burner Feature 


The Kankakee, Ill., company has 
re-introduced staggered top burners 
on its 40-inch Epicure gas range in 
time for the 1960 holiday season. 

Through special promotions, Rop- 
er will push the range as a Christ- 
mas gift idea. 


“Substantial consumer demand led 
Roper to return the staggered burn- 
er arrangement to its line,’ Vice 
President and Sales Director Wil- 
liam J. Foster explained. He called 
it ‘an all-time favorite Roper ex- 
clusive.” 


Why staggered burners? “We think 
it’s the most convenient and effi- 
cient cooking top ever designed.” 
said Foster. “It eliminates crowding, 
reaching over burners and keeps 
handles cool.” 


Automatic settings are “Regular 
Fabrics,’ “Wash ’n Wear” and 
“Damp Dry.” 

On “Damp Dry” the dryer stops 
when the clothing is moist enough 
for immediate ironing. A cool-down 
period ends the “Regular Fabric” 
setting while the “Wash ’n Wear” 
setting incorporates both a _ cool- 
down period and a period of ad- 
ditional tumbling for the purpose 
of removing any wrinkles in the 
wash ’n wear fabrics. 


The two timed settings are “Air 
Fluff,” which provides up to 30 
minutes of heatless tumbling, plus 
“Time Dry” which offers up to 50 
minutes of timed drying. 





SOUTH LOUISVILLE—Sev- 
eral appliance dealers reported 
that business picked up last 
month with the coming of cool- 
er weather. Clifford Abraham 
of Clifford’s Appliances said it 
was his best September in years. 
TV was the big seller. Some 
others said that although sales 
were up, they were finding it 
increasingly difficult to main- 
tain a profit margin. Jimmie 
Moore of the Jimmie Moore 
Appliance Store blamed a large 
part of the dealers’ troubles on 
the competition from foreign 
merchandise, such as the small 
appliances being imported and 
sold in places like drug stores. 

Another dealer complained of 
the lack of cooperation from 
manufacturers, particularly one 
or two of the big ones. “There 
is never any real consultation 
with the dealer, never any ef- 
fort to understand our prob- 
lems,” he said. “I’m a little 
dealer and I sometimes think 
the unions at the factory have 
more say in my business than 
I do.” As a result, he went on, 
he and other dealers he knows 
are becoming more selective in 
the lines they carry. He said 

that there is an over-abundance 
of dealers in Louisville and they 
are finding it very hard to make 
money unless they carry their 
own paper or have a national 
account. 


DEEP SOUTH 


Dealers here last 


ATLANTA 
week were 
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The further south you went last week the better was business, but 
on the West Coast appliance dealers were still running 5% behind. 


et 


finding TV leading in units and 
profits, with refrigerators and 
washers following close behind. 
And there was plenty of op- 
timism for the rest of the fall. 
Economy Auto Stores—a 91- 
store chain that features the 
Philco line, recently held a fall 
appliance show here. Officials 
said they never saw such pre- 
Christmas enthusiasm among 
their appliance salespeople. 
This fall-line optimism was 
a logical follow-up of the July- 
September sales spurt that had 
C. S. Castleberry, suburban At- 
lanta dealer, calling the period 
“the best two months we’ve had 
in our 16 months of business.” 
The TV boom that spread 
over many parts of Atlanta cen- 
tered mostly on portables, in- 
cluding the compacts—17-inch, 
sound-in-front models. But 
Frank Hodges, of Hodges Ap- 
pliance Co., said consoles were 
almost matching the portable 
traffic. And W. L. Sharpe, of 
Sharpe Appliance Stores, said 
his consoles were leading port- 
ables by a considerable margin. 
Air conditioners didn’t break 
any sales records during the 
late weeks of summer. But in 
totaling sales for the whole sea- 
son, dealers found air condi- 
tioners sold as good as, or bet- 
ter than, summer of 1959. 
Prices in general held up 
well in August and September. 
Only price problems reported 
were from small dealers, in 
suburban locations. One dealer 


complained of floor-planning 
deals, saying that his competi- 
tors held the floor-planned ap- 
pliances until the credit period 
was up, then panicked and 
dumped the goods. 


SOUTHWEST HOUSTON— 
Screaming type of full-page ads 
told of the cut-throat prices 
prevailing in the major appli- 
ance field: 

“Foley’s prices are as low as 
you'll find.” 

“Save 50 to 75% at Stahl- 
Myers warehouse closeout sale.” 

They weren’t spoofing. Foley’s 
offered a G-E washer for $168; 
Stahl-Myers a 21-inch Philco 
(regular price $249) for $179.95. 

The price competition raged 
among major dealers and dis- 
count houses in name-brand 
items. Small independent deal- 
ers sat back and tried to make 
a buck on _ non-competitive 
items. 

Harry Bayne of Bayne’s Ap- 
pliance Store said: “I can make 
a dollar on imported hi-fi and 
stereo from Germany and laun- 
dry lines like the Easy washer 
and dryer I get direct from the 
factory.” But he said he couldn’t 
compete with the discount 
houses and the major stores 
who were dumping major ap- 
pliances for cost or a 5% mar- 
gin. 

Arnold Myers of Stahl-Myers 
said their big warehouse sale 
was the “first big spark in 90 
days.” 


A. I. Lack of the 21-store 
Lack’s chain said he didn’t have 
anything to chirp about. Other 
dealers also fretted. 

The major distributors, in- 
cluding Hyman Reader, J. A. 
Walsh & Co. and Automatic 
Distributing Co., reported busi- 
ness “spotty but picking up.” 


WEST COAST... LOS ANGELES 
—Dealers here were just about 
running out of corners to turn. 
The most recent hoped-for 
turning date, Labor Day, was 
followed promptly by a return 
to school which diverted con- 
sumer dollars from appliances. 
Thus, overall sales last week 
were continuing to run about 
5% behind last year’s pace. 

Particularly disappointing 
were TV and stereo sales—even 
further down than white goods 
and lagging noticeably for the 
last five months. But hope was 
strong that new models now 
emerging will bring a big im- 
provement before the year end. 

Air conditioning sales rose 
moderately during a short hot 
spell, but the 95-degree-plus 
temperatures didn’t last quite 
long enough to force perspiring 
buyers into dealers’ shops. Con- 
sensus is that another two or 
three days of blistering weath- 
er would have made a whopping 
difference. 

As a whole, department store 
sales were running slightly be- 
low last year’s level. Employ- 
ment also was off here. 





Color Television: RCA 


... that dealers do their cus- 
tomers a disfavor by selling 
down color television without 
giving it a chance 


This was the point hammered 
home to over 45 West Coast dealers 
and distributors by H. R. Maag, 
RCA staff vice president, Western 
distributor and commercial rela- 
tions. 

“Your customers may be back in 
a few months to ask why you didn’t 
advise color,” Maag told members 
of the Bureau of Home Appliances 
of San Diego at their annual fall 
conference. “Many will be seeing 
and liking color TV after you’ve 
sold them a black and white set.”’ 

And the public will be seeing 
more color sets and more color pro- 
grams, Maag said. His evidence: 

e Dealers’ orders for color sets are 
running 300% ahead of 1959. 

e Number of dealers showing ‘“‘dol- 
lar confidence” in color by display- 
ing four or more color sets increased 
four times in June. 

e A new camera tube which per- 
mits telecasting night baseball and 
studio programs with regular black 
and white show lighting. 

e A steady price and performance 
“plateau” for color sets. 

e An almost 50% increase in color 
programming by NBC. 


Another speaker, Ralph N. Zeu- 
then, manager of the Live Better 
Electrically program, told dealers 
to build their advertising on one 
basic fact, “It’s a Woman’s World.” 
After studies in 11 market areas, 
LBE decided that women: 

@ Don’t really want emancipation 
from home work. 

e Want recognition for accomplish- 
ments in cooking, laundry and 


Claims 


cleaning and other household jobs. 
e Believe that working at house- 
keeping is necessary to gain and 
keep the affection of their husbands. 

All this means the dealer should 
present appliances as modern ma- 
chines which help the housewife 
fill her responsibilities to the fam- 
ily, not relieve her of them. The 
appliance must be under the wife’s 
control. 


WOMEN DON’T WANT APPLIANCES to ruin status with their family, Ralph 


Zeuthen, right, manager of LBE, tell 
Diego Bureau of Home Appliances, and 


R. Combs, left, new president of San 


E. D. Sherwin, San Diego G&E president. 





THIS WEEK'S [ill 
COLOR TV [Innit 


MONDAY (Ail Times E.D.T.) 

6 A.M. (NBC) Continental Class- 
room (Monday-Friday} 

10:30 A.M. (NBC) Play Your Hunch 
(Monday-Friday) 

11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 

12:30 P.M. (NBC) It Could Be You 
{Monday-Friday} 

12:45 P.M. (NBC) World Series 
(Tentative: Mon., Wed., Thurs.) 
2 P.M. (NBC) Jan Murray (Mon- 

day-Friday) 
11:15 P.M. (NBC) Jack Paar (Mon- 
day-Thursday) 


TUESDAY 
10 P.M. (NBC) Donald O'Connor 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 
9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) Tenn. Ernie Ford 


FRIDAY 
9 P.M. (NBC) Bell Telephone Hour 


SATURDAY 
10 A.M. (NBC) Shari Lewis 
10:30 A.M. (NBC) King Leonardo 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
7 P.M. (NBC) Shirley Temple 
9 P.M. (NBC) Chevy Show 
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THE NEW IDEA LINE 


New General Electric Mixer beats, whips, 
mixes drinks and now sharpens knives, too! 


Another ‘“‘New-Idea”’ Appliance from General Electric! It’s sleek, slim 
and modern. Powerful enough to do the heaviest of mixing jobs, yet 
weighs less than 2% lbs. It whips, beats and has a free attachment for mix- 
ing drinks. And now, it sharpens knives, too, with an exclusive optional 
knife sharpener accessory. Available in 4 decorator colors. Who else but 
General Electric could give you a new appliance that’s so easy to demon- 
strate, so easy to sell? See your General Electric distributor for details. 
General Electric Co., Portable Appliance Dept., Bridgeport 2, Conn. 


Progress /s Our Most Important Product 


New optional knife-sharpening accessory is so conven- 
G r N - A A L r L a } ient to use. Just plug it into rear of the mixer and it’s 


ready for use. Stores easily in kitchen drawer! 
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LETTERS ill 


EM Week welcomes expressions of 
opinion from its readers for publi- 
cation, subject, of course, to final 
editing and approval by editors. 


a 
Who Is To Blame? 


EDITOR, EM WEEK 

Being an appliance dealer since 
February of 1930 and a reader of 
your Electrical Merchandising for 
years, I read with a lot of interest 
your various editorials and articles 
concerning various success stories, 
manufacturers’ notes and news 
items. However, you always avoid 
an article which takes the manufac- 
turers to task as to why the appli- 








ance industry is in the chaotic state 
that it is now in. 

There are few, if any, appliance 
dealers who are making any profit 
over taxes, and, if so, it amounts 
to 1 or 2%. This condition is caused 
by the manufacturers having too 
many outlets; no protection as to 
franchises; dealers with no service 
department; so many parts it takes 
a catalog the size of Sears, Roe- 
buck’s to list them all; poor engi- 
neering, as well as_ production, 
which means home service is very 
costly. Service today requires a 
graduate engineer and the customer 
won’t pay for that expense. 

In summary, after being in the 
appliance business 30 years and at- 
tending the Purdue school of elec- 
trical engineering, my only profit- 
able years were 1939, 1940 and 
1941. So it looks to me that the in- 


ELECTRIC 


dustry will either straighten up or 
go into chaos. Namely, the dealers 
which represent both the factory 
and the public must make enough 
profit to warrant the gigantic in- 
vestment one must make. 

Trusting that you will start a 
column with this in mind, I would 
appreciate hearing from you. 

BROUSE D. RINEHART, 
PRESIDENT 
RINEHART, INC. 
RICHMOND, IND. 


It is difficult to single out any one 
segment of the industry for blame 
for all the troubles of that industry. 
We quite agree with you that many 
manufacturer policies have not been 
conducive to the health of the in- 
dustry, but the same is true of many 
distributors’ policies and those of 
many dealers. 





Blackstone s 





Here’s a leader model in wringer washers that’ 


A big 10 pound washer you can 


sell for the price of an eight. 


SIZED FOR TODAY'S LARGE FAMILIES 


s got a king sized feature to 


really clinch sales. Blackstone’s Model 10 is promotionally priced, yet has 
a big tub for full 10 pound loads. It’s a feature that prospects want—a 
feature they can see—a feature you can demonstrate. You can close sales 


every time. See the leader wringer with a profit 
the Blackstone BIG 10. 


ilies 


Some franchises still open. See your distributor or write Blackstone Corp. 1111 Allen St., Jamestown, N.Y. | 


Blac 


America’s 


sized for America’s fam- 


ckstone 


Fastest Growing Laundry Line 
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Industry Stands 
Set To Drive 
On Old Boxes 


Last week manufacturers be- 
gan to line up behind the 
promotion (EM Week, Oct. 3) 
and the future looked bright 


An industry man strode from 
NARDA’s’ Chicago headquarters 
and beamed: “If this campaign 
doesn’t click, it won’t be because 
no one tried.”’ He was talking about 
the “Wanted: Your Old Refrigera- 
tor’ promotion, an industry-wide 
drive—financed by the manufac- 
turers and coordinated by NARDA 
—to double refrigerator sales be- 
tween the kickoff date, Oct. 20, 
and year’s end. 


By last week it was clear that 
everyone—manufacturers, trade 
groups, distributors and plenty of 
dealers—stood ready to give this 
one the old college try. 

The reason? Inventories gener- 
ally are too high at all levels, es- 
pecially with 1961 merchandise 
beginning to roll from factory pro- 
duction lines. The industry talked 
about doubling refrigeration sales; 
what it really hoped for was empty 
warehouses. 


In his first progress report NARDA 
Executive Vice President Gail 
Pinkstaff could boast: 

e Manufacturers had promised to 
order at least 40,000 dealer mer- 
chandising kits. 

e The Edison Electric Institute’s 
residential appliance promotion 
committee agreed to supply kits to 
the electric utilities. 

e@ The newspaper industry’s Bu- 
reau of Advertising said it would 
help sell the campaign to the na- 
tion’s press. 

NARDA itself was asking all 
local appliance dealer groups—even 
those not affiliated with the dealer 
association—to participate in the 
campaign. 

A slew of promotional gimmicks 
had been developed to supplement 
the bulging dealer kits. Bumper 
stickers, balloons, truck banners 
and colorful vests for dealer sales- 
men were being offered for sale by 
NARDA. 


Manufacturers flocked to grasp the 
promotional banner. 

Whirlpool, General Electric, Kel- 
vinator, Westinghouse, Philco and 
Norge were represented at the first 
NARDA-manufacturer meeting in 
Chicago. Hotpoint was the next 
company to join up. 

Last week, a cablegram from 
Hawaii, signed by Sales Vice Presi- 
dent William C. Conley, brought 
Gibson into the fold. 


General Electric, though hit by the 
electrical workers’ strike, will stay 
in the refrigeration promotion. 

“The strike won’t effect our par- 
ticipation,” said C. W. Theleen, 
G-E’s manager of customer rela- 
tions. ‘““‘We are committed. We won’t 
abrogate.” 

G-E’s first step was to bulletin 
campaign information to its distrib- 
utors. This week will bring meet- 
ings with distributor, advertising and 
sales promotion people. ‘“We’re 
going all out in supporting the 
thing,” said Theleen. 
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was made to dealers: 
service calls.”’ 





... The year the concept of home laundering was changed for- 
ever ...the year the first really salable automatic clothes dryer 
came into being, and appliance dealers suddenly faced the happy 
prospect of a completely new business potential. Remember? .. . 
It was the year of the HAMILTON JUNE DAY DRYER, and after all those years 
h countless JUNE DAY DRYERS are still in regular use! 

Way back then, when Hamilton introduced the automatic dryer, this promise 
... the Hamilton frees you from the expensive nuisance of 


NOW, 22 YEARS AND OVER A MILLION DRYERS LATER... 


Hamilton is still keeping that promise. In addition to producing the original automatic dryer, 
Hamilton has continued to pioneer in the development of many “firsts” to make clothes drying 
easier, quicker and more convenient for the homemaker with each succeeding year. And in 
spite of the many features added through the years, that original promise of service-free opera- 
tion is still true. Hamilton has consistently maintained a service-cost record among the lowest 


in the industry. 


Product features, styling, dependable service to the consumer . . . low service cost, sound 
merchandising and promotion programs for the dealer... all add up to more sales and more 


profit for you. 


If you’re interested in making more money ...on the bottom line where it counts... 
see your Hamilton distributor for the full story or write Hamilton Manufacturing Company. 


When it comes to Electric Appliance Business 
YOU'RE A STEP AHEAD WITH HAMILTON 


the original...and still the leader 





AUTOMATIC WASHERS + AUTOMATIC CLOTHES DRYERS* HAMILTON MANUFACTURING COMPANY + TWO RIVERS, WIS. 





Appliance Park will buy about 
7,000 merchandising kits for its 
dealers, he added. 


Whirlpool will tell the full story 
to its distributors during an Oct. 23 
convention at its St. Joseph, Mich., 
home-base. 

“At that time we will announce 
our own promotion that will tie in 
with the industry theme,” said Sol 
Goldin, retail marketing manager. 

This week, Goldin will send let- 
ters to 1,800 department stores 
across the country, asking for co- 
operation in the campaign. Copies 
of the letter will go also to Whirl- 
pool distributors. For its dealers, 
Whirlpool will buy about 5,000 kits. 


Kelvinator will back the campaign 
on a couple of frants. The Detroit- 
based company will launch its own 


factory promotion—covering the 
“Food-A-Rama” combo plus some 
top-end refrigerators—during the 
week of Nov. 14. 

Kits have been ordered for all 
key dealers. Kelvinator people will 
hold meetings with distributors. 

Plans also call for key city news- 
paper advertising with dealer tie- 
ins. 


Other manufacturers have similar 
plans. 

Hotpoint already has ordered its 
dealer kits and notified its distrib- 
utors. 

Westinghouse, too, has bought the 
merchandising kits, adding to them 
some suggested advertising layouts. 
An explanatory letter outlining the 


_ promotion will go to distributors. 


Distributors for all appliance firms 
will sell the program—and give the 





kits—to their respective dealers. 
Three manufacturers—all absent 
from the Chicago meeting—were 
still on the fence last week. 

An Admiral spokesman said, 
‘“We’re waiting for information. 
We’re interested in the promotion, 
but we want to see what’s in- 
volved.” 

And from Amana’s George Foerst- 
ner: ‘“‘We’re in the process of try- 
ing to get some details. We have a 
terrific program of our own and 
we want to see if this fits our own 
pattern.” 

The campaign caught Frigidaire 
just at new-model time. The com- 
pany made no formal announce- 
ment, but a spokesman there said: 
“We’re so busy getting ready to 
bring out our new line, we haven’t 
had much time to do anything else.” 
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HOUSEWARES 


ELECTRICAL MERCHANDISING WEEK 


Floor Polishers Are Spinning 
Toward Record-Breaking Year 


And it looks like a boom in floor care equipment is really on 
as manufacturers jump into an appliance field which has only 
10% saturation and in which heavy price cutting hasn’t materi- 


alized—-yet 


The sales record is hardly news. 
The industry has been setting new 
marks since 1950 and everyone in 
the business is agreed that this 
year’s business is running well 
ahead of 1959 levels. 

This year’s real news is in per- 
sonalities and products. As far as 
personalities are concerned, the in- 
dustry more than balanced one 
casualty (Johnson’s Wax, EM Week, 
Sept. 12) against the arrival of 
several big newcomers. Within the 
past three months, Hoover, Singer 
and Westinghouse have introduced 
units, and this month Eureka 
makes its bow with a full line of 
radically different units. 


The product is the news at Eureka. 
The company is bucking the estab- 
lished dominance of two-brush 
units by introducing a line of three 
four-brush units. And twin-brush 
units will be getting additional 
competition from the Westinghouse 
single-brush polisher that’s being 
heavily promoted. 


But nobody’s worrying too much 
about the brush numbers game. 
The only numbers that concern the 
industry are the 10% saturation 
level on polishers and the Depart- 
ment of Commerce prediction that 
the next 10 years will see 10 million 
new households formed. Even the 
pessimistic in the industry—and 
there aren’t very many—look for 
the next decade to be a wild one. 


Soaring Sixties No 


... although mower industry 
suffered a sales decline for the 
first time since World War II 


“Given favorable economic con- 
ditions, the 1961 market should 
rebound to the levels of 1959. We 
think that by 1965 the annual vol- 
ume will expand to the area of 6 
million units.” 

That’s what D. M. Lilly, Toro 
Manufacturing Co. president, said 
before showing Toro’s new mower 
line in New York 

“Industry sales dropped by about 
10% from last year’s record 4.2 
million units but Toro sales rose 
$18,200,000 to $19,400,000 
an increase of 642%,” Lilly empha- 


from 
sized. 


Not worried by the industry sales 
drop, Lilly explained that he 
thought last year’s record sales 
20% over the previous year—had 
borrowed sales from 1960. And he 
blamed the poor weather year, the 
lag in housing starts and the “wait- 
and-see” attitude characterized by 
sO Many consumers as the impor- 
tant factors that contributed to the 
1960 sales decline. 


Asked by EM Week if he thought 
the Soaring 60’s might be sagging 
a little, Lilly said, ““You’ve got to 


And they’ll be right if the next 10 
years are like the last when unit 
sales climbed from 240,000 to 1,- 
090,000. 


“A billion-dollar market,” is what 
Eureka-Williams calls the next 10 
years. “We don’t think that pre- 
diction is too farfetched,” ex- 
plained R. C. Connell, vice presi- 
dent of sales at Eureka. “With 10% 
saturation and 10 million new 
households predicted, it won’t be 
hard for the industry to sell 25 mil- 
lion units.” 


“The polisher-scrubber is definitely 
the appliance of the year,” Sun- 
beam’s product division manager, 
Mat Hegerich, told a group of top 
department store officials in New 
York last week. ‘“‘There’s no reason 
why they shouldn’t outsell vacuum 
cleaners when they reach maturity.” 
Hegerich looks for the high volume 
rate in polisher-scrubbers to «be 
reached by 1961. 


But what about price—the bug-a- 
boo of the appliance industry? So 
far, what manufacturers call. ‘a 
great deal of isolated price promo- 
tion’? doesn’t seem to have hurt the 
industry too much. But what about 
the future? 


“As long as the product keeps 
growing,” said Sunbeam’s Hegerich, 
“those with good word-of-mouth 
reputations will continue to get 


PART OF TORO’S LINE for 1961 is 1 
fall crop of leaves. Designed to acco: 


is designed to hold 40 bushels of lea, 


remember that predictions for the 
decade are based on the bumper 
crop of war babies that should be 
marrying and starting homes. It 
will be at least a couple of years 
before these people make their 
weight felt in the market.” 


near list prices. The price structure 
will deteriorate only if the dealer 
fails to promote the product on a 
‘use-guidance’ basis.” 


But prices have gone down every 
year despite product reputations. 
In 1950, the average going price 
was $57.50. Last year it was $39.95. 
By the end of this year, the predic- 
tions are that it will be “around 
$35.” 

Nobody knows where it will go 
from there. The whole industry is 
waiting to see what effect Shet- 
land’s new $25.88 unit will have on 
the market. Even though last year 
the total dollar volume was about 
evenly spread between the high and 
low-end merchandise, the low tick- 
eted ($29.95) units accounted for 
the majority of sales. 


“Prices have continued to drop,” 
said F. P. Waters, Westinghouse 
product division manager, ‘“‘because 
the twin-brush unit on the market 
today is basically the same as the 
one that was being sold 10 years 
ago. The industry’s only hope for 
a healthy growth is in innovation 
and a complete disregard for the 
old concepts that make it possible 
to market the same basic product 
at a lower and lower price every 
year.” 


“Only two things can happen when 
you get a lot of low-priced stuff on 
the market,” thumped another man- 
ufacturer. ‘‘Either the consumer will 
ignore it because the price is too 
low or, it will catch fire and wreck 
the price structure of the entire in- 
dustry. From past experience, I 
doubt if it will be ignored.”’ 





t Sagging, Says Toro 


new leaf cart that will cope with the 
iny the Pony riding mower, the cart 
t lists at $44.95. 


“Department store sales rose again 
this year,” Lilly told EM Week. 
“Replacements represented 60% of 
the market this year and depart- 
ment stores are hot to that. We 
expect sales to go even higher in 
these outlets.” 





Look At What 
Gas Is Doing 


CONTINUED FROM PAGE | 

The gas refrigerator. 

e@ Whirlpool will show a chromi- 
um-steel door box with swing-out 
shelves—an addition to its three- 
model gas refrigerator line. Pros- 
pects for future additions to the 
line? Merchandising Manager 
George Stevens said there’ll be two 
more models next year, probably 
12-cu.-ft. boxes. 

As for sales on the high-ticket 

units, he said, “We’ve been back- 
ordered since we went into produc- 
tion last May. And that’s the kind 
of headache we like.” According 
to Stevens, Whirlpool is still aiming 
for its goal of 1,000 boxes a day in 
1963. 
e Also on tap at the exhibit: A 
Whirlpool-built, | Coldspot-labeled 
gas box, which Sears, Roebuck & 
Co. will test sell in Chicago, Los 
Angeles, Baltimore, Houston and 
Pittsburgh. 


Along with talk of plans for new 
products, utilitymen in Atlantic 
City will be spending some time on 
promotion plans for the old stand- 
ards. 

“Our goal is consistently to do the 
selling job that’s necessary .. . to 
maintain our position and advance 
where possible,” explained Edward 
Martin, GAMA’s statistical director. 
“One of the big reasons for the good 
performance of gas appliances this 
year (good as compared with ‘com- 
petition’) has been promotion at the 
industry level.” 

Picking up that angle, Chester 
Stackpole, AGA executive director, 
said, ‘‘We’re a closely coordinated 
group in the gas industry. We sort 
of have to be. And we have a pretty 
good promotion and advertising 
policy nationally.” 


Figures for the first eight months of 
this year bear out the gas indus- 
try’s pride in its promotions. In a 
generally slow white goods selling 
period, gas appliances have lost less 
ground than electrical appliances— 
and in the case of built-in ranges, 
have gained a little. Here are the 
GAMA and NEMA eight-month 
totals: 

(In comparing these figures, re- 
member that unit shipments as well 
as percentages are important.) 

e Dryers: Gas, 228,046, or 6% off 
from 1959; electric, 432,250, or 12% 
off from 1959. 

@ Free-standing ranges: Gas, 967,- 
400, or 10% off from 1959; electric, 
558,300, or 11% off from 1959. 

e Built-in ranges: Gas, 967,400, or 
4% up from 1959; electric, 450,000, 
or 4% off from 1959. 

e Water heaters: Gas, 1,891,300, or 
7% off from 1959; electric (pre- 
liminary figures), 449,700, or 21% 
off from 1959. 


Promotions didn’t get all the credit 
for the fair showing, outlined in the 
figures above. AGA’s Stackpole also 
pointed out that utility interest in 
servicing and “steadier prices” 
helped the gas cause along. 

But Stackpole warned that gas- 
men could get tougher with promo- 
tions if they chose. “We have had 
drawn up for our purposes some ad- 
vertising which, if we used it—and 
I hope we never do—would contrib- 
ute to the electricity folks’ cam- 
paign to frighten the women of 
America.” 
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REMOTE 


NEW FROM WEBCOR: MICROCORDER 


the uncompromising transistor tape recorder! 


This is the new Webcor MICROCORDER—the uncom- 
promising transistor tape recorder with the most excit- 
ing advance sales in the history of tape! Transistorized 
down to 414 pounds, it is truly the portable portable! 


Yet, the MICROCORDER asks no quarter. It gives as 
good as it takes—as your customers can prove by play- 
ing back its recordings on standard size tape recorders. 
It speaks right up in a loud, clear voice from any posi- 
tion. That’s because its two speeds are kept constant 
constantly —thanks to capstan drive. 


Versatile! Push button operated . .. dual track .. . it 
records and plays back more than an hour on one reel. 
Complete with recording level meter, battery life indi- 
cator, batteries, wide range microphone, dynamic 
speaker and adjustable leather shoulder strap. 

Who needs it? Businessmen, doctors, lawyers—any- 
one whose time is valuable, whose thoughts are impor- 
tant. It can be used in office and home, in the car and 
on the train; it will record conferences, conversations, 
notes, speeches, any thought that comes to mind. 

CAUTION: Do not confuse the MICROCORDER 
with any of the toy tape recorders on the market. It 
beats them all hollow, as the chart at right demon- 
strates convincingly. It proves again that Webcor is built 
with an ear to your future. 


Full line of accessories includes: 110 
V 60-cycle AC converter; remote con- 
trol microphone; telephone pick-up; 
all-purpose cord kit; 12 volt DC con- 
verter; and many others. 





FUNCTIONAL 
FEATURES 


SPEED 

THREADING 

CASE 

RECORDING INDICATOR 
BATTERY INDICATOR 
REMOTE JACK 

OUTPUT JACK 
EXTERNAL POWER JACK 
SAFETY INTERLOCK 





METHOD OF OPERATION 
ERASE 

BIAS 

OUTPUT 


PLAYING POSITION 
TRANSISTORS 
MOTOR DRIVE 
FLYWHEEL 
SPEAKER 

POWER 
COMPATABILITY 


REWIND 





a porte 


MICROCORDER 


1%, 3% 
Conventional 
Aluminum 

Meter 

Meter 

Yes 

External Amplifier 
Front 

Yes 

Keyboard 
Separate Head 
Super-Sonic (Standard) 
200 Milliwatts 


Any 

6 in Amplifier 

Belt (Spring) 

3” Brass 

22 x 3% Elliptical 

Separate Motor and Amplifier 


Complies with All Industry 
Standards 


Fast 





3% 

Reverse Wind 
Plastic and Steel 
None 

None 

None 

External Amplifier 
Rear 

No 

Spread all over 
Permanent Magnet 
D.C. High Noise and Distortion 
20 Milliwatts 


Horizontal only 

4 (One in Motor, 3 in Amp.) 
Edge Drive on Flywheel 

2” Rubber Tired Aluminum 
2%" Round 

Common 


No Standards on D.C. 
Equalization 


Fast 


BRAND B 








Approximate 3% 
Conventional 
Plastic 

None 

None 

None 

None 

Side 

No 

Rotary Knob 
Permanent Magnet 
Super-Sonic 


200 Milliwatts (Extreme Distortion 
at all Levels—20-50%) 


Any 

5 (One in Motor, 4 in Amp.) 
Belt (Rubber) 

2%” Steel 

2%" Round 

Separate 


No Speed Control 
(No Capstan) 


Slow 





CALL YOUR WEBCOR DISTRIBUTOR TODAY! 
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Aggressive Team Snares 


High-End Electronic Sales 


Without fanfare or publicity, a 
small Dallas manufacturing firm 
has carved out for itself in the past 
three years a sizable niche in the 
high-end _ stereo-hi-fi-TV market. 
Curtis Mathes, Inc., the only stereo- 
TV manufacturer in the Southwest, 
is a vertically integrated company 
which builds and assembles its own 
cabinets, chassis, transformers and 
speakers. 


A young, aggressive management 
team—whose forte is merchandis- 
ing—controls the firm. The seven 
men on the team have worked suc- 


cessfully together for the past 10 
years. Four of them are members 
of the Mathes family—Curtis Sr., 
his sons, Charles and Curtis Jr., and 
son-in-law Horace Kelton. 

“To go into the TV business when 
we did, you would have to have un- 
mitigated gall, complete ignorance 
—or a radically new approach to 
profit possibilities. We believed we 
had the latter, and that we could 
give the consumer something he 
couldn’t buy anywhere else. We 
also believed that the industry had 
a tremendous growth potential for 
the next 10 years.” 


ELECTRICAL MERCHANDISING 


This is the way Vice President 
Curtis Jr. explained to EM Week 
the Mathes family’s decision to 
enter the depressed TV-hi-fi market 
of 1958 with a narrow product line 
of high-end goods to market na- 
tionally. 

Although Curtis Mathes, Inc. was 
organized less than three year ago, 
it has actually been in business for 
61 years. In 1957 the team obtained 
controlling interest in Olive-Myers- 
Spalti (a furniture manufacturer 
founded in 1899), changed its name 
and gave it a new direction. More- 
over, Curtis Sr. is a veteran of more 
than 40 years in appliance distribu- 
tion, and appliance and furniture 
manufacturing. 


The management group began look- 
ing for an investment opportunity 
in 1955 after sale of the Mathes Co., 














in EMERSON Stereo Hi-Fi Portable 
Model 937 ... The BSR UA14 








BUILT INTO NEW EMERSON STEREO HI-FI... 


BETTER SOUND REPRODUCTION 


BSR... Britain’s finest, world’s favorite automatic 
record changer ...is winning new prestige and profits 
for Emerson dealers! BSR changers are uniquely 
capable! Proved “jamproof” by 550,000 consecutive 
record-changing cycles and by continuous brilliant per- 
formance in over 25,000,000 hi-fi homes! BSR 4-speed 
automatic changers will play all stereo and monophonic 


records with full fidelity...play all record sizes of the 
same speed intermixed... play in all climates with no 
rust or humidity problems! Look for dependable BSR 
in leading lines... Emerson, Westinghouse, Olympic, 
Arvin, Trav-Ler, many more. “Presold” by BSR adver- 
tising in Life, Look, Post, Living, House Beautiful, 
House & Garden, This Week, New York Times Magazine! 





in WESTINGHOUSE Stereo Hi-Fi Portable 
Model 65-ACS The BSR UA12 








in OLYMPIC StereoCenter 


Mode! KB362 The BSR UAI2 Model 80P78 . 





in ARVIN Stereo Hi-Fi f 
Th 


table 
R UAI4 


in TRAV-LER Stereo Hi-Fi Console 
Model 1120M The BSR UA8 











MANUFACTURED 


DISTRISUTED IN U.S. BY 


in Canada: 


Musimart Limited, 901 Bileury St., 


IN GREAT BRITAIN BY BIRMINGHAM SOUND REPRODUCERS, 


BSR (USA) LIMITED COLLEGE POINT 56, L. I., N. Y. 


LIMITED 


ontreal 





WEEK 


their window air conditioner manu- 
facturing plant in Fort Worth. 

“We are merchants primarily, 
engineers and manufacturers of 
necessity. We felt our best bet 
would be to stay in consumer goods 
and try to tap the new mass market 
for quality merchandise—the peo- 
ple with $1,000 a year spare income. 
The entertainment field seemed to 
offer the greatest possibilities, with 
electronics the major growth area, 
so we chose stereo—which offered a 
big immediate market—and color 
TV, a big-ticket item with tremen- 
dous potential.” 


Mathes believes that “color TV is 
ready to be the biggest thing in the 
business. We don’t see any great 
technical improvement in the next 
five years. The only thing holding 
it back now is high price and lack 
of profit. We look on color as our 
future, and once the profit picture 
is a little brighter, we’ll go into it 
with everything we’ve got.” 

Meanwhile, the firm will be 
sticking a tentative toe into the 
color stream this fall with a limited 
number of color sets for test mar- 
kets. 

When the Mathes group took over 
Olive-Myers-Spalti, it was losing $2 
million annually, largely as a result 
of over-expansion in 1956. It had 
nearly 900,000 sq. ft. of plant, 300,- 
000 sq .ft. of it in a new and com- 
pletely mechanized furniture manu- 
facturing plant in Athens, near 
Dallas. This was an asset which has 
given the new firm a decided com- 
petitive advantage. 


“We can build quality hardwood 
cabinets for less money than any- 
one else in the business,” Mathes 
says. In addition, this facility costs 
nothing in taxes, interest and prin- 
cipal. Some 450,000 sq. ft. of plant 
in Houston is leased to the govern- 
ment for grain and cotton storage 
and earns enough to pay all such 
expenses for the entire property. 

(Mathes ranks itself fourth or 
fifth in volume on stereo and adds 
that “in the stereo console field— 
from $500 up—we are doing the 
best job in the business.’’) 

Mathes’ approach to cutting costs 
has been to reduce overhead, sell 
direct and eliminate all “unneces- 
sary” items—even advertising. 


As one phase of reducing overhead, 
it is operating essentially a cash 
business. “‘Most of our accounts are 
financially well rated,” Mathes says, 
“but analysis showed us it was cost- 
ing us close to 5% to do a credit 
business, so we decided to pass that 
saving along to cash customers with 
a realistic cash discount. Cash cuts 
overhead and paperwork and speeds 
up our entire operation.” 

Mathes has 37 factory warehouses 
and 50 representatives who sell 
only the Mathes line. They sell di- 
rect to dealers who are actually 
retailing distributors. 

The firm does no advertising. 
Mathes says, “We look for dealers 
who are top people, professionals— 
well thought of in their community 
—who can sell value. Then we give 
them a cost advantage which pro- 
vides the profit motive to take care 
of advertising and promoting our 
merchandise.” 


As for the new trails the company is 
trying to blaze in appliance mer- 
chandising, Mathes says: 

@ ‘We use the same drive and same 


techniques for our top-quality 


Continued on page 36 
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HD-91 Imperial 
Mark Xil Dryer... 


presenting a new 
high in simplified, 
carefree drying. No 
complicated settings. 
It’s the surest dry- 
ing known! 










Never before such gentle drying, 
such perfect results for every fabric. 


This is the way clothes should be dried. And, that’s why it’s your 
most powerful sales tool. Whatever clothes are being dried, the 
RCA WHIRLPOOL dryer with Modulated-Heat* automatically pro- 
vides the proper heat at the proper time. The exclusive Modulated- 
Heat system senses the amount of moisture in the clothes and 
adjusts the heat to match the moisture. As moisture decreases, 
the heat decreases. And with Master-Touch Control there are no 
dials to turn—no complicated controls. Let your RCA WHIRLPOOL 
distributor give you the full story. *Tmk. 


























Join up!... it’s easier to sell RCA WHIRLPOOL 
than sell against it! 

















@<c ee as Your family will love-our family of home appliances 





Hurry! Hurry! . 
Pick your trip PYT: Sl 


Time's a-wasting! 












expense-free vacation trip 
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Utility Promotions: Bigger Than Ever 


Power companies have scored some notable successes so far 
this year and some of them have even more ambitious promo- 
tional plans which they'll be offering to dealers in the next few 


znonths ahead 


The secret isn’t simply in finding 
new promotional gimmicks, either. 
At least part of this year’s success- 
ful record can be chalked up to de- 
voting time and effort to a broader 
range of products than ever before. 


Refrigerators were promoted for 
the first time in 20 years by Atlan- 
tic City Electric this summer after 
a check with manufacturers indi- 
cated that new refrigerator-freezer 
combinations used up to 1,000 
Kwhr more per year than the con- 


ventional, one-temperature box. 
Even though the promotion was 
aimed at a market already 98% 


saturated, the utility set a goal of 
600 units for their 12 districts. 
When the 45-day campaign ended 
on July 15, however, the utility 
found that 2,300 units had been 
moved, almost quadrupling the 
original quota. 

The campaign was built around 
NEMA’s “An Electric Refrigerator- 
Freezer Is a Supermarket In Your 
Kitchen” theme and a $25 frozen 
food certificate went with every 
sale. Dealers got a $5 spiff on each 
sale. 


The Public Service Company of Ok- 
lahoma also decided that food was 


the way to the consumer’s heart, 
and offered $30 of it with each 
freezer sold during their June- 


August promotion. Last year’s pro- 
motion brought a 265% sales in- 
crease. This year’s pitch was leisure 
living, more time for fun, family 
and friends in addition to dollars 
saved, less work for housewives. 


The Long Island Lighting Company, 
in a big summer freezer and re- 
frigerator-freezer push, tried all the 
angles, from bargain shopping pos- 
sibilities to “How long has it been 
since you had outdoor plumbing, 
cooked with coal ... But are you 
still trying to make do with a horse- 
and-buggy refrigerator?” Results, 
said a spokesman, were excellent, 
though how much was attributable 
to the promotion and how much to 
the normal summer buying season 
was a moot point. 


Consolidated Edison of New York, 
following the same line, got into the 
act with “Don’t Be a Dishwasher, 
Buy One.” And people did, 1,730 
units worth for a more than 100% 
increase over the same period last 
year. Con-Edison is going after hus- 
bands this fall with a “If husbands 
did the wash, every home would 
have a dryer” push. The company, 

f new twist, built the 
promotion around the personality of 


ooking for a 


Tex Antoine, who has been giving 
a late-night weather report on TV 
for Con Edison for 11 years. An- 
tolne reaches an audience of two 


night, and will bom- 
watchers with such slo- 
as “Next to 


re’s nothing like 


llion each 


rd tube 


your washer, 


a dryer.’ 


rhere’s no agreement on the best 
way to plan a promotion, but all of 
I variations on the 


en é 


same 


c themes. Dealer spiffs, co-op 





advertising, give-aways, wiring al- 
lowances, promotional display kits 

~every campaign has one or more 
of the four elements in it. Some try 
them all at once. Southwest Elec- 
tric Power Co. is offering to share 
the cost of advertising, a wiring 
allowance if additional wiring is 
necessary, promotional material, 
and a $5 cash spiff for each appli- 
ance sold in their fall laundry cam- 
paign. 











Stereo Tuner-Amplifier 
Combinations 





You re 


Stereo Amplifiers 


Nashville Electric Service got to- 
gether with distributors, and each 
is offering a $5 promotional allow- 
ance to dealers for each electric 
dryer sold in the October through 
November campaign. They hope to 
warm the hearts of prospective 
customers with a “Push a Button, 
Make Your Own Sunshine” theme. 


Wiring allowances are particularly 
strong sales factors in some cities, 
particularly those with large out- 
lying rural areas. Central Power 
and Light Co. of Corpus Christi, 
Texas, is offering a $25 wiring al- 
lowance on any range sold in their 
fall promotion. If the customer is 


Stereo Tuners Speakers 








adequately wired for a range, the 
company will pay $25 toward the 
installation costs of a “housepower 
box” and larger service entrance. 


The Sacramento Municipal Utility 
District will put $25,000 into their 
six-week electric dryer promotion. 
A healthy $50 wiring allowance is 
offered, and a $2 spiff for each dry- 
er sale. It will be a “buy-try”’ cam- 
paign, and with the company offer- 
ing the dealers a $20 trouble fee 
for any dryer returned by a dis- 
gruntled customer. Commonwealth- 
Edison of Chicago is offering $29.95 
for any 240-volt wiring needed to 
install an electric range. They back 


iting on 
rofit opportunity 
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Stereo Tape Cartridge 
Players and Recorders 








Stereo Tape 
Transports 
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each sale with a “satisfaction or 
money back” guarantee, which 
takes the pressure off the dealers 
in a buy-try sale. This is the big- 
gest major electric appliance cam- 
paign in the company’s history, and 
they’re trying an all-out four-in- 
one promotion of ranges, clothes 
dryers, water heaters and all-elec- 
tric kitchens, instead of the usual 
seasonal drive highlighting a single 
appliance. 


Inland Power and Light Co., the 
Spokane, Wash., rural electric co- 
operative, has launched a cash bo- 


nus electric heat promotion that it 
hopes will bring in about 150 new 


electric heat customers. 
month promotion, 


The six- 
which runs to 


December, offers an $8 cash bonus 
per kilowatt of heating capacity in- 
stalled. The average last year was 


15 kilowatts per installation, so the 
bonus could add up to as much as 
$120. Speculative builders can cash 
in on the bonus for each home built 
for sale during the promotion peri- 
od. The area the promotion is aimed 
at has only a 10% saturation of 
electric heating, and Inland is stir- 
ring up interest by offering a free 
home heating survey. 


The Inland Empire Electric League 
will utilize all media and feature 
tie-in ads by dealers in a fall pro- 
motion on electric heat. Theme of 
the campaign is simply that “Elec- 


tric Heat Costs Less Than You 
Think.” 
Newspaper ads to run during 


September, October and November 
will feature testimonials by electric 
heat customers and an invitation to 
send for a free booklet furnished 


by the Washington Water Power 
sales department. The advantages 
of electric heat and the availability 
of the booklet will also be plugged 
on radio and TV ads. 

League officials hope the promo- 
tion will add substantially to the 
15,000 residential customers already 
using electric heat in the area, 
which includes eastern Washington 
and northern Idaho. 


In Phoenix, the Appliance Mer- 
chandisers Assn. used testimonials 
from 50 owners of electric dryers 
to keynote a month-long effort on 
this product. Built around the sug- 
gestion that prospects should ‘‘Ask 
Any Woman Who Owns One,” the 
campaign also included a promo- 
tional kit for retailers and collat- 
eral promotion effort by distribu- 
tors in the area. 


























































































































































































































































































































your best new 





since television... 


Sell fine music to the “non-audiophile”’ millions 
with new Bell easy-to-play stereo components 


@ STOCKED BY YOUR DISTRIBUTOR 
e EASY TO DEMONSTRATE 
® SURPRISINGLY EASY TO SELL 


Right now you are looking at thousands 
of dollars of unrealized profit. 

All around you are people who have 
never enjoyed modern stereo . . . people 
who like music but lack the room-space 
or, maybe, the money for a “console” 
... people who would be proud to have 
a good stereo music system for home 
enjoyment and entertainment but have 
been scared from buying by the mystery 
and seeming difficulty of components 
designed strictly for “audiophiles’’. 

Now you can profitably sell this 
waiting mass market. 

Bell, leader in the industry, now of- 
fers a complete new line of home stereo 
components that are not only of finest 
professional quality but are simple for 
non-experts to operate, compact, flex- 
ible, easy to install in limited space in 
today’s homes. 

To sell Bell easy-to-play stereo com- 
ponents you need only a small basic 
stock, selected with the help of your 
new Bell distributor. 


























For example, one of Bell’s new 
components combines a Stereo Ampli- 
fier and Stereo Tuner in one. With two 
Bell “bookshelf” speakers, this com- 
plete stereo system costs you under 
$250. It constitutes a high fidelity FM- 
AM “radio” that receives stations and 
undistorted music that most people 
have never heard. Moreover, it plays 
all modern stereo programs. 

Your customer then needs only a 
stereo record player, or new Beli Stereo 
Tape Transport or Tape Cartridge 


Player (any of which fit in a drawer, 


shelf or almost any small space) to 
play all the wealth of today’s recorded 
music hour after hour... 
and play back on tape, that never wears 
out, the world’s best broadcasts and 
records. 


or record 


This is the wonderful appeal of easy- 


to-play stereo components: 


1 
2 


They provide the finest quality of 
music, from all program sources. 
They can be budgeted . . . added to 
the customer’s existing equipment or 
to his “starting” units as he wishes— 
all from one matched line. 

They are completely flexible—take 
little room, can be arranged to fit 
almost any space and listening 
arrangement. 

They insure repeat business, as inter- 
est grows and the customer adds to 
his music system. 

For these same reasons you need 
never carry a large inventory. You 
can always get everything you need 
quickly from your Bell distributor, 
with whom your credit is established. 


BELL HELPS YOU TO SELL 


As a Bell dealer you are in business with 


the leader. . 


. the company that has 


been building. quality components ex- 


clusively for 26 years . 


. . the first to 


produce a stereo amplifier, a stereo tape 
transport priced for the home market, 
a full line of tape cartridge players... 
and now the first to offer a complete 


line of stereo components for distribu- 
tion to the mass market. 


BELL SOUND DIVISION, 555 Marion Road, Columbus 7, Ohio 


Send full product and merchandising information on Bell easy-to-play 
components and name of Bell distributor in our area. 


YOUR NAME 


STORE NAME 


STREET 


CITY 


NATIONALLY ADVERTISED 


Bell easy-to-play components are the 
only stereo components to be consist- 
ently advertised to the mass market, in 
Time, Esquire, The New Yorker, Sports 
Illustrated, Living, House 
Holiday, House & Garden. 
This advertising removes the mys- 
tery that surrounds components, tells 
people what they are, what they do, 
where to buy them, how to install them. 
Advertising features a wonderful new 
illustrated booklet, selling stereo to the 
people who have never been sold 
before. Equally valuable to you, for 
selling and for training your staff. 


SALES TRAINING, MERCHANDISING HELP 
Your Bell distributor is prepared to 
work with you, help train your sales 
people, provide display, literature, help 
you select your stock and keep it turn- 
ing at the most profitable rate. 


Beautiful, 


THE SELLING SEASON IS BEFORE YOU 
For quickest action, promptest delivery, 
biggest profit, phone your Bell distrib- 
utor or return coupon below, today. 


SOUND DIVISION 


THOMPSON RAMO WOOLDRIDGE INC. 
555 Marion Road, Columbus 7, Ohio 


ae 
TRW 
ee 


ZONE 


STATE 
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Two New Jersey utilities, the Jer- 
sey Central Power & Light Co. and 
the New Jersey Power & Light Co., 
are currently offering cash bonuses 
to dealers for the sale of electric 
dryers. The campaign opened last 
week and will run through Novem- 
ber 12. A $5 bonus will be paid for 
each of the first 10 dryers sold dur- 
ing the campaign and all sales in 
excess of this level will bring a $3 
bonus. The two companies hope 
they will move 1,250 dryers during 
this period. 

The campaign will be supported 
with newspaper and radio advertis- 
ing, billboards, window displays 
and literature for consumers and 
dealers. The program is tied to the 
national advertising of the Live 
Better Electrically program spon- 
sored by EEI. Dealers will get EEI 
display material and supplies of a 
AHLMA booklet as well as a com- 
pany folder listing ‘““Eleven Reasons 
Why You Should Own an Electric 
Dryer.” 

The Florida Power Corporation 
is also going after the dryer mar- 
ket with an October through No- 
vember promotion, offering a $5 
dealer spiff. Their home service ad- 
visers will conduct home and store 
demonstrations, and residential sales 
representatives will hunt out pros- 


pects. The company set a promo- 
tion goal of 600 units. 
In another sunshine state, the 


Los Angeles Department of Water 
and Power kicked off its electric 
range campaign, which will run 
through December. Part of the pro- 
gram is a new sales plan under 
which consumers may finance nec- 
essary wiring for a range installa- 
tion for less than $1 a week. A 
package price of $88 may be fi- 
nanced through the department’s 
Wire-on-Time-Payments plan. The 
terms are no down payment and 
up to 24 months to pay. 


The Pennsylvania Power and Light 
Co. came up with a modern turkey- 
shoot for its October dryer cam- 
paign. For their first two sales, 
dealers will get a 15-pound turkey 
for their Thanksgiving spread. The 
next two sales bring a silver plat- 
ter to put it on, and the next two a 
silver carving set to dismember it 
with. Each two sales after that give 
a premium choice of $7.50 in cash, 
or another turkey, or another plat- 
ter and carving set. 

If promotion success follows pat- 
terns of the first half of the year, 
there should be a good number of 
groaning Thanksgiving boards in 
central Pennsylvania. The possible 
market is a healthy 630,000 fam- 
ilies. According to the company’s 
estimate, only one out of every nine 
has a dryer. 

The campaign will stress the 
safety, cleanliness and work-saving 
features of “flameless” clothes dry- 
ing. Dealers will get a large assort- 
ment of free promotional material, 


with the slogan “Be Foxy—Buy 
Now” heading the campaign. The 
utility will run advertisements in 


all central and eastern 
vania daily newspapers. 


Pennsyl- 


In the Long Island Lighting Com- 
pany’s fall dishwasher and electric 
dryer push, a purchase of either 
appliance entitles the buyer to a 
free electric blanket. A spokesman 
for the company said that large 
scale advertising would be the key 
to the promotion. The utility is urg- 
ing dealers to advertise locally and 
will flood the newspapers with 
51,000 lines of ad space. 
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Know thy woman—prospect that is—and you'll sign more of 
the fair sex on the dotted line, says this home economist. She 


offers an insight to the female mind that helps analyze. . . 


WHAT MAKES 
MARY ‘WALK’? 


“Thank you! I’ll be back!” Mrs. 
Good Prospect tells Mr. Appliance 
Dealer. 

“But—will she? Or is she ‘walk- 
ing’? If she is off to see another 
dealer, where did you miss the 
boat? Did you misjudge her as a 
prospect, or what is more likely, 


did you insist on trying to sell the 
appliance instead of selling the 
woman?” asked Sylvia White, Di- 
rector of Consumer Relations of 
Waste King-Universal, at a meet- 
ing of regional WKU sales person- 
nel in Los Angeles recently. 
“Today’s woman prospect for 
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appliances needs special under- 
standing by the salesman who 
wants to close a sale,’ continued 
Mrs. White. “The successful sales- 
man is one who is willing to keep 
the mechanical details of his ap- 
pliances for the husband, and who 
will base his approach to the wom- 
an by trying to learn as much as 
possible about her needs, finances, 
social status and temperament— 
and who will cater to them.” 

Elaborating on the _ salesman’s 
need for selling the woman instead 
of the appliance, Mrs. White, who 
directs the activities of Waste King- 
Universal’s 70 home service consul- 
tants, outlined for EM Week these 
suggestions: 


Women have more home mainte- 
nance problems today and less time 
to handle them. They want equip- 
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With Republic’s new Traditional Finish the 
kitchens business and dealer profits are 


better than ever! 


Traditional is just what the homemaker 
ordered. A vinyl of beautiful and natural 
grain inseparably bonded to Republic 
Steel Kitchen door and drawer fronts. 
Warm natural tones that complement the 
crisp, clean Republic colors. Natural tones 
with the appearance of fine furniture and 


gracious living. 


With Traditional available in Republic’s 
big line —there’s no sale you can’t make. 
Send coupon for complete information 


and color sample. 


This is a reproduction of the grain pattern of Traditional Finish. 
Actual surface has the warmth, touch, and tones of a natural finish. 


WHY STOCK TWO...when one will do 


ment to ease their housework, but 
not all and the most expensive ap- 
pliances. They are conscious of the 
family’s economic situation, and 
want the advice of someone who 


_will make choosing easy but wise. 


Women can resist a sales talk, but 
they’ll go along with the person 
who sincerely tries to help them. 


Women need a “moral reason” for 
buying appliances. They need to 
have the “health for the family that 
comes from sterilized dishes” as a 
reason, not the guilty feeling of 
buying themselves a _ labor-saving 
device. It’s up to the dealer to sup- 
ply these moral justifications. 


Women don’t always know what 
they need. They know only what 
they want. In the store, face to face 
with a number of models and 
brands of the same appliance, al- 
most any one of these women be- 
comes confused. The dealer is best 
able to help her. He knows the 
products—what he needs to find out 
is the prospect’s interest, family, 
finances, social life, location of 
home, size of kitchen, her other ap- 
pliances. Then he can fit a model to 
her needs and explain in her lan- 
guage why it is the logical choice 
for her. If the dealer is really 
clever, the customer will feel that 
she made the choice—and she will 
feel that it is easy to make a suc- 
cessful choice when she shops at 
this particular store. 


The woman wants the latest, most 
modern appliances, but they must 
be within the color, style and acces- 
sory range that is accepted among 
the group of families with which 
she associates. The woman wants 
her friends to envy her new ap- 
pliances—but she can’t afford to 
have these friends feel that she has 
become too “uppity” with a model 
obviously designed for a much dif- 
ferent economic or social bracket. 


The wife doesn’t want to be dis- 
placed by the appliance she buys. 
She wants the appliances to do the 
work, but she wants the credit. So 
she must be shown that she remains 
the person in charge of the kitchen 
and the laundry, the one to whom 
the family looks for this work. The 
dealer recognizing this need of the 
average homemaker will always 
tell her that “this automatic oven 
will help you do your family cook- 
ing...” With the dealer using this 
approach, the woman continues to 
see herself as someone upon whom 
the family is dependent. 


Deciding on and buying a major 
appliance is no joke to a woman. 
The dealer had best keep his wise 
cracks for the distributor’s sales- 
man. The dealer should be friendly 
and cordial, but he can’t afford to 
be flippant. 


Women love demonstrations—make 
the most of them. Move to the 
working side of the appliance for 
your demonstration. Don’t tell her 
“this plastic coated basket will last 
20 years’”—point out that “when 
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REPUBLIC STEEL 
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REPUBLIC STEEL « BERGER DIVISION 
CANTON 5, OHIO 


eats avareatannaan pg ona you load this dishwasher, you can 

put the silverware into this basket 
handles up.” Let her visualize in 
her picture of her daily routine 
just how she will be using the ap- 
pliance. Make it personal and prac- 
Fir ce re tical. Boys’ jeans don’t come out of 
Adidas: this washer clean, but, “When you 
take your boys’ jeans out .. .” 
this creates a personal picture for 
her. 


Please tell me more about Republic's Traditional Finish and 


send color samp! 


Name___ 
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What You 
Can Do 
About 
Shoplifting 


10, 





1960 


**Radios and appliances are by 
no means ruled out as fair 
game for the _ imaginative 
shoplifter,” cautions head- 
quarters of a large chain, Food 
Fair Properties, Inc. 


Here’s a summary of advice given 
to Food Fair store managers by 
“Shopping Center Reporter,” a 
monthly company magazine. The 
advice is based on a brochure pub- 
lished by the Ohio State Council of 
Retail Merchants and is applicable 
to all retailers, including appliance 
dealers. 


How to recognize a shoplifter. Any- 
one, at any time, could succumb to 
the temptation to pocket something 
for nothing, but protection experts 
have found that women and chil- 
dren are the chief offenders. Police 
say keep a sharp eye on the follow- 
ing types of people. 
@ Persons wearing 
clothing. 

e Persons carrying loosely folded 
umbrellas, shopping bags and fold- 
ed newspapers. 

e@e Women dangling open handbags 
from one arm while holding change 
purse in plain view. 

e Tipsy shoppers. 

@ Women wheeling baby carriages. 
e A customer who attempts to en- 
gage you in a long conversation. 
While your attention is diverted, a 
partner may be pilfering your stock. 
e Loitering children, regardless of 
their home background. 


loose, baggy 


Shoplifting, say the experts, is one 
criminal activity indulged in by all 
ages and all social groups. 
Kleptomaniacs (the mentally ill 
who cannot resist the impulse to 
steal) and the desperately poor, 
who feel they are forced to steal, 
make up less than 1% of the ap- 
prehended shoplifters. 


Professional shoplifters (the police 
call them ‘“boosters”) steal regu- 
larly for a living. They strive to 
perfect their criminal craft and de- 
spite prison terms and fines, they 
continue to live by sly stealth. Pro- 
fessionals usually steal out from 
under your nose items which have 
ready resale value. Your kitchen- 
ware, tools, clocks, radios and ap- 
pliance accessories are exactly just 
what professionals are after. 


What you can do about shoplifting 
is a matter of good salesmanship as 
well as protective alertness. Formu- 
late a store policy which will both 
encourage purchasers and discour- 
age shoplifters. Keep your employ- 
ees informed of your policy and 
make sure they call on you when 
in doubt. 


Watch all customers in a pleasant, 
courteous, interested manner. Watch 
all movements, particularly cus- 
tomers’ hands. Even if you are busy, 
let other customers know that you 
see them. Smile and tell them you’ll 




















“We doubled our 


sales with a new 
color TV theater!” 


Says RCA VICTOR Color TV Dealer 
JIM ROBERSON 


Tulsa Service Lab., Tulsa, Oklahoma 


“We like to concentrate on RCA Victor 
Color TV sales because both the dollar 
and the profit are higher. One of our best 










sources of customers is the new Color 
TV theater we operate right here in. 


our store. 


‘“‘When we put it in last year, Color 














TV sales zoomed. We doubled our 
Color sales over 1958 almost exactly, 
and, judging from all indications, we 
expect the same increase again in 1960! 












“The theater seats 25 people, and it 


is always full when there is a network 





Color show on the air. We’ve discovered 










that once a potential customer has seen 
Color TV for himself, the sale is already 
half closed!’ — Jim Roberson, Tulsa 
Service Lab., Tulsa, Oklahoma. 
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be with them in a minute. Serve 
them promptly, especially if they 
have picked up an item. 


Remove temptation by serving your 
customers promptly. Give the 
browser or the looker just as much 
attention as the person who knows 


chase?” If your suspect doesn’t of- 
fer to pay, try to engage him in a 
sales conversation. At this point, 
salesmen should alert the store 









If you suspect someone of trying to 
shoplift, watch him openly and 
carefully. A salesman’s peeled eye 
discourages most shoplifters. In any 
case, consider every person inno- 
cent until proven guilty. Do not 
attempt to prove guilt by accusing 
or manhandling a customer. If you 
do, you may be jeopardizing your 
legal rights as well as placing your- 
self in danger. Do get a good look 
at a shoplifter’s personal features 
(build, dress, face, height, scars) 
for positive identification. 


If you see someone take something, 
ask pleasantly: “May I help you?” 
or, “Will this be a charge or cash 


sale?” or, 


“May I wrap your pur- 


manager with a prearranged signal. 


Preventive measures, however, can 
save you all this trouble and pos- 
sible embarrassment. If shoplifting 
occurs repeatedly in any particular 
spot in your store, try a strong 
overhead light there. Rearrange 
displays to avoid blind spots. Hang 
a mirror to keep a structural blind 
spot open to your view. Or move 
merchandise attractive to shoplift- 
ers out where it can be kept under 
observation. Salesmen should know 
the contents of every display in de- 
tail in order to spot quickly a mis- 
sing item. Neat displays and knowl- 
edgeable salesmen sell more and 
prevent stealing as well. 


just what she is after. Children, es- 
pecially, should receive continued 
and prompt attention. They are 
most susceptible to temptation. 

Children who steal, regardless of 
the value of the items, need to be 
handled by juvenile authorities. 
Parents and store personnel often 
do not use the right approach with 
the problem child. 


And remember these do’s and don’ts: 
Do keep alert, watch customers, an- 
ticipate their actions, serve them 
promptly and courteously. Don’t 
accuse, touch or attempt forceably 
to detain a suspected shoplifter. 
Don’t suspects with other 
customers. Do set a store policy. 


discuss 
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THE NEWS 


Stahlschmidt 
of Admiral 


Westinghouse—The Total Electric 
Home program has been expanded 
into a new organization, the resi- 
dential marketing department. Wil- 
liam H. Loeber, formerly manager 
of the Total Electric program, has 
been named manager of the new 


department. The field managers of 


Shaw 
of Waring 


the Total Electric Home program 
will become regional managers of 
the residential marketing depart- 
ment: northeastern and mid-Atlan- 
tic regions, Francis X. Winn; south- 
east, John G. Adams; central, 
Herman L. Wiler; northwest, James 
K. Garvey; southwest, Charles R. 


of Westinghouse 


ELECTRICAL 


Hamper 
of Gibson 


Conley 
of Gibson 


Beatty; Pacific Coast, J. G. McKin- 
ley. 


Waring Products Corp.—Wallace W. 
Shaw will head the new special ac- 
counts division, which will handle 
Waring electrical housewares as 
premiums, incentives and gifts. 





NOW 


Blonder-Tongue TV/FM PO 
Model BTA... only $18.95 


NE 


A HOME TV ACCESSORY WITH 
MASS CONSUMER APPEAL 


WER BOOSTER™ 


OFFERS MORE GAIN THAN EVER BEFORE POSSIBLE AT SUCH A LOW PRICE 


MASS CONSUMER APPEAL 


@ Sells in volume in small town, big city, prime or weak signal areas @ Improves 
TV (black & white or color) and FM reception by boosting signal strength. (7 to 
9 db, channels 2-13; 4 to 8 db FM) @ Installs in seconds with only a screwdriver 
@ Features stripless 300 ohm terminals and “on/off” switch @ Employs low-noise 
frame-grid tube ® Works with indoor or outdoor antennas @ Improves per- 
formance of 2, 3 and 4-set installations 


THIS SEASON'S MOST PROFITABLE TV ACCESSORY 


The dramatic improvement in reception offered by the BTA coupled with easy 
installation and low price will make it your #1 profit-maker. 


EFFECTIVE 
NATIONAL ADVERTISING 


sy TV Guide 3 Electronics 
World x Radio-Electronics yx 
Popular Electronics yx Elec- 
tronic Technician + PF Re- 
porter yxy Home Furnishings 
Daily 34 Electrical Merchan- 
dising Week 34 Radio & Tele- 
vision Weekly ... plus a host 
of sales aids. 


Spark your fall sales drive 
with the BTA—Contact your 
Blonder-Tongue distributor, 
or wire, phone, write for 
details. 








Dept. EM-10 


engineered and manufactured by BLONDER-TONGUE, 9 Alling Street, Newark 2, N. J. Export: Morhan Export Corp., New York 3, N. Y. 





MERCHANDISING WEEK 
Sylvania—Raymond J. Steiner has 
been appointed district sales mana- 
ger for Sylvania Home Electronics 
Corp., marketing subsidiary of Syl- 
vania Electric Products, Inc. Steiner 
succeeds John E. Lau, who has been 
named manager of special accounts 
of the marketing subsidiary. 


Hobart Manufacturing Co.—Robert 
B. Peet was named service super- 
visor of KitchenAid home dish- 
washers division. He will coordinate 
all service training activities at the 
factory school and in the company’s 
field training schools. 


Admiral—Martin J. Scully has been 
appointed field merchandising man- 
ager of Admiral Sales Corp. He was 
sales manager of Admiral’s distrib- 
uting branch in Boston. Bodie L. 
StahIlschmidt was appointed gen- 
eral sales manager, Admiral Sales 
Corp. He will direct the activities of 
the regional sales managers. 


Gibson—The newly formed sales 
subsidiary, Gibson Refrigeration 
Sales Corp., will be headed by Wil- 
liam C. Conley Jr., who was vice 
president of the Gibson division of 
Hupp. The new subsidiary will take 
over the functions and personnel of 
the old sales and promotion depart- 
ments. L. W. Hamper Jr., who was 
merchandising manager, will be 
vice president of the subsidiary. 


Time To Push 
MYHHWANA 


The newspaper industry has put 
out a call for the appliance indus- 
try’s support of its second annual 
“Make Your Home Happier With 
a New Appliance” pre-Christmas 
promotion, Nov. 14-26. The MYH- 
HWANA hoopla, sponsored by the 
Bureau of Advertising of the Amer- 
ican Newspaper Publishers Assn., 
Inc., aims to tell consumers about 
easy-living modern appliances and 
promote them as gifts through local 
newspaper advertising. 





So far, response to the push has 
been good. As of mid-September, 
336 newspapers in 257 markets had 
signed up. 

Appliance industry associations 
also have answered the call. NAR- 
DA, AGA, EEI, NAED, NEMA and 
AHLMA are among those support- 
ing MYHHWANA. 

Explaining NARDA’s position on 
the push, Gail Pinkstaff, executive 
vice president, said: ‘““‘When an or- 
ganization as important as the Bu- 
reau of Advertising causes so much 
valuable advertising space to be 
devoted to selling the appliance in- 
dustry at the local level, we must 
enthusiastically tell all dealers 
about it so that they can carefully 
consider its value to their own in- 
dividual firms.” 


But the proof of the pushing lies in 
the next few weeks, during which 
newspapers will try to enlist deal- 
ers in the effort. Last year, an EM 
Week survey (Nov. 30, 1959) turned 
up some pretty strong complaints 
against the promotion. Strongest: 
It didn’t bring any direct sales. 

Defending MYHHWANA against 
that complaint last week, the bu- 
reau’s George Lloyd said, ‘“AlI- 
though we haven’t changed the 
promotion, I think it will turn out 
much better this year than last 
year. 
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This Plumber 
Sells TV-Stereo 


Amid the bathtubs, sinks and 
copper tubing in this store, 
salesmen trained to sell whole- 
sale plumbing supplies to 
builders now sell TV-stereo 
units to Miami housewives 





10, 1960 


And since City Plumbing & Ap- 
pliance Co. of Miami, Fla., set out 
to capture a share of the booming 
retail market in home entertain- 
ment, office manager John W. AIl- 
bury has seen his sales curve soar. 


As a courtesy to local builders City 
Plumbing contracted for a Curtis 
Mathes franchise. Sales weren’t 
numerous on the big unit—a 9-ft.- 
long bookcase with TV and stereo 
phono built in. Only a few builders 
purchased the unit at a discount 
for their own use. 


Since switching to retail, however, 
it has been a different story. City 
Plumbing sold 35 units in less than 
a year and got big-ticket list for 
each one. Only four were ordered 
without TV. 


The big combo was promoted at 
$899 in 10-inch, three-column news- 
paper ads every two or three weeks. 
Ads pictured the unit, contained 
descriptive copy and _ headlines 
plugging “A complete stereo-TV en- 
tertainment center—have that built- 
in appearance for one-half the 
built-in price.” 


Each ad pulled in an average of 
three sales, so City Plumbing con- 
siders its money well spent. One 
customer was a man who had 
planned to spend $4,000 for a built- 
in stereo system. Another came 
from 500 miles away. 


“It’s been a good profit item,” de- 
clared John W. Albury, office man- 
ager of the builders’ supply firm. 
“We have had no problems with it. 
We figure with the kind of markup 
we get, we can continue with it 
even though it’s far afield from our 
plumbing line.” 


The markup and the co-op ad mon- 
ey is what really sold Albury on 
retailing the unit. Mathes offers 
a 50-50 allowance deal. Retail mark- 
up is approximately 37%. Whole- 
sale margin is only 23%. 

Retail customers get 36-month 
financing and a 90-day service war- 
ranty. A warranty costs City Plumb- 
ing $12 from a contractor. 


City Plumbing’s competition for the 
combo in the area is one of Miami’s 
three department stores and a nine- 
store discount chain. The firm pro- 
motes only the combo, but will or- 
der any other number in the Mathes 
line which customers request. 


Product knowledge is responsible 
for many sales of the combo, asserts 
Albury. “A number of customers 
told us they had shopped around, 
but most salesmen couldn’t tell them 
what component parts were used 
in the units they sold. 

‘“‘“As we mentioned Oxford speak- 
ers and Voice of Music turntables,” 
Albury continued, “customers rec- 
ognized the names and could see the 
Mathes unit has good quality and 
American-made components.” 
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= @ Priced for high-volume sales with solid mark-up. FOR 5 YEARS 
@ Handsome break-resistant plastic case. AGAINST 
BREAKING! 


No. 807—Plain dial. Pink or Antique White. 


DEALER cost *3.43 
Retail Price $4.98 
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@ Easy-to-read dial. 
@ Sweep second hand; sweep alarm indicator. 


807-L—Luminous dial. Antique White 


DEALER cost $3.93 
Retail Price $5.98 
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SPECIAL OFFER! Make 41.2% on “11 plus 1” Asst.! 
WESTCLOX BUY ELEVEN—GET ONE FREE! 


Display case 
included FREE 
7 in each 

wt emnenoesd assortment 


ASST. 1212 


3—No. 807—Pink 
3—No. 807—Antique White 
6—No. 807-L—Antique White 


DEALER cost $38.69 
Retail Price $65.76 


PROFIT 41.2% 











BE SURE TO SEE...THE TAB HUNTER SHOW 
NBC-TV NETWORK— EVERY SUNDAY NIGHT 
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MAKERS OF BIG BEN e¢ WORLD'S LARGEST MANUFACTURER OF TIMEPIECES + LASALLE-PERU, ILLINOIS 









EVERY MONDAY THE PROS READ 


ELECTRICAL 
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every-Monday convenience . 


news in depth... 
about this business 


ELECTRICAL MERCHANDISING WEEK 


“It'll never get off the ground, Wilbur!” 


; ‘Just fold the wings flat like this — 
‘Tt will so.”’ close the lid — and retract the 
landing-gear legs... \ 


















































Model RP1170 

Outstanding stereo high-fidelity sounc 
from 12-watt music-power dual stereo am 
plifier and 4 speakers. Plays all records 
Removable legs make a consolette out o 
this portable. $16995 


“there’s a whole line) six high 


 _ 

















Model RP1155 Model RP1135 Model RP1127-28 (1128 shown) 

A truly fine high-fidelity stereophonic An extremely compact, lightweight, stereo- Lowest cost for a General Electric auto- 

phonograph that plays all records through phonic portable phonograph. Plays all matic, genuine stereophonic phonograph. 

a balanced 4-speaker system. $1299°5* records through a balanced sound system. Fine tonal quality, very lightweight. 
$9995* $7995* 











OCTOBER 10, 1960 


“‘How’s the power?” 


“Up to 12 watts music power.’ 


“Speed?”’ 
“‘Four speeds —what else.”’ 


...and you carry it.” 
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This, Wilbur, is the highest-flying line of Stereo port- 
ables in the business. It’s true Stereo at a price everybody 
can carry ... from an amazing low of only $49.95*. 
STEREO COMPACTS, with big two-channel sound repro- 
duction, can mean a lively business for you. Here’s how: 


Step-up selling: Now, anybody who wants to enter the 
wonderful world of Stereo can ... way down at $49.95*. And 
General Electric gives you six portable models, with step-up 







“Where does the pilot sit?” 
“In front, naturally, for the 
truest stereophonic sounds.” 


’ 


“SOUNDS??? Zounds!!! ‘‘Heavens no —it’s a 


isn’t it a flying machine?” music machine!”’ 


a 





features to help you sell your customers up, up, up. 


Console features: At the top of the line, there are features 
people expect only on higher-priced consoles. Like the wide, 
wide stereo effect of General Electric’s ‘““Expanded Stereo’’. 
Or the exclusive “Record Saver’ that lets your customers 
remove records from jackets without touching delicate 
grooves. And the top quality components—heavy-duty 
speakers, high-wattage amplifiers, four-speed changers. 










Audio Products Section, General Electric Co., Decatur, IIl. 


General Electric 


€ STEREO COMPACTS 


flying models tn all.” from $4999 


*Manufacturer’s suggested retail price. 
Slightly higher south and west. 










*“‘How’d you like it?’’ 

“Stick one finger in your ear 
like this—and 
it sounds just like HI-FI!” 


~~, 











Model RP1112 Model RP1100 

A compact, lightweight portable monau- An eatremely lightweight unit that pro- 
ral (only) phonograph that plays all rec- duces quality stereophonic sound through 
ord speeds, automatically, with excellent wing extension speakers. Plays all records. 
tone quality. $§995* Low cost. $4995* 
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“WHAT’S 
“$0 OLD-FASHIONED — : 


; ABOUT j 
: SELLING AT LIST?” ..” 


EM WEEK'S 
SPECIAL 


TV 


REPORT 


Johnson Brothers is a one-price house and, by 
and large, it is a list price house. The only bow it 
makes to the competitive fluctuations of the Bal- 
timore market is on special sales or special trade- 
in deals. And even these are advertised and sold 
at one fixed price. 

The story of how the store has passed the mil- 
lion dollar mark in annual volume while resisting 
the tug of low-margin retailing is the story of a 
big operation which pays close attention to de- 
tails. These details account in large part for the 
firm's ability to stick with list price. In this article 
the Johnson brothers have spelled out for EM 
Week five of the details which help account for 
their success: 


1. Be willing to pioneer new prod- 
ucts like color 


“Any dealer who doesn’t equip himself to sell 
color,” maintains William Johnson, “should not 
remain in the TV business. The whole future of 
the business lies in color-TV.” 

As early as 1955 the firm was cited by RCA 
Victor as one of the first dealers in the country 
to sell 100 color sets. Today it has a big color-TV 
alon and an array of color models on display 
and operating in its main store, plus additional 
exposure in its satellite store in the Eastpoint 
Shopping Center. 

Never an advocate of home trials, Johnson 


Brothers nevertheless is a vocal enthusiast for 
using the user. It has collected hundreds of testi- 
als on color, has bound volumes of these 
letters, and flashes them at every opportunity, 
frequently clinching further sales by the tech- 
nique 
A strong service house, the firm has bent its 
exceptional service reputation to particularly 
effective use in the area of color-TV. 


For one thing, it never sells a color set without 
a service policy. Five years ago the policy cost 
$149.50 a year. This gradually worked downward, 
first to $99.50, then to $89.50. Last fall the firm 
dropped it to $69.50 per year. This includes 
complete labor and materials for a year. 

With color, there was a time when all sales 
were at list. Most still are. But trade-ins have be 











@ That’s the question William and Elmer John- 


son use to answer skeptics who wonder how 
the brothers continue to get a healthy slice 
of the hotly competitive Baltimore market 
while sticking to list price. 


By JOHN A. RICHARDS 


come fashionable, and a $795 set now usually 
carries a $200 trade-in allowance. Johnson Broth- 
ers will add a tax and service charge, boosting 
the cost to $888. Less trade, the set then sells in 
the $688 range. But any trade must have value, 
so that the firm can make up the difference 
toward list on the resale. 

“We not only make money on color sales,” say 
the Johnsons, “but we make money on our color 
service, because 90% of color owners renew their 
service policies. And all renewals are at the exist- 
ing rate when the set was purchased.” 


2. Stick to selling products which 
require service know-how 
and return an adequate margin 


“Because of our service, we stick to selling 
those products which depend on service. That 
means TV, radio and stereo.” 

Except for one small area devoted to air condi- 
tioners, the firm’s 3,000 square feet of showroom 
space at 218 W. Saratoga St. is devoted to show- 
ing off at least 100 TV sets (about 15 portables, 
a few table units on bases, and the rest consoles). 
Stereo by Magnavox and Fisher is concentrated 
in two salons. Products by RCA Victor, Zenith 
and Admiral round out the offerings. 

The firm pushes hard on protected lines. It also 
shoots for list wherever possible. As with color, 


it does not ignore trades, but tries to stay with 
valuable trades. If a promotional number is of- 
fered for sale, the store generally establishes a 
fixed trade-in allowance for any old TV, regard- 


less of operating condition. This allows the firm 
to make up to $40 on the sale, plus whatever it 
can get out of the trade. On non-promotional 
numbers, the trade definitely has to show value. 

In any case, Johnson Brothers is not interested 
in anything that doesn’t give at least 25% of sell- 
ing price, exclusive of traded-in sets. In effect it 
keeps its margins above 30% by 1) selling new 
or current merchandise at list, 2) protected lines, 


3) contracts for servi and 4) sets taken in 
trades. 

Air conditioners fit 
primarily because they 
gins, plus $25 for nor: 


this scheme of things 
d 25% minimum mar- 
installations. 


3. Make service a pillar of your 
selling 


The firm has gained a reputation for same-day 
service, for handling emergency calls up to 11 
o'clock at night, for being liberal on warranties 
(as much as four to six months after they are up), 
and for concerning itself with customer problems. 

“We don’t duck the grief,” is the way Elmer 
Johnson puts it. “We want to talk to customers 
and personalize our responsibility. It gives us an 
opportunity to hold onto the customers and to 
suggest new purchases. This goodwill approach 
creates a pleasant relationship. And we're able to 
make money on service by being perfectly hon- 
est, by concerning ourselves with a customer's 
problems, and by keeping our costs as low as 
possible.” 

For the 15-mile radius in which the firm op- 
erates, minimum charges are $5.95 for the first 
half hour, $4 an hour after that. Average calls 
run $7 to $9. Bench charges are $4 an hour, and 
most jobs run $20, including pickup, delivery 
and labor. Separate service and parts managers, 
10 outside TV men and six benchmen form the 
backbone of the department. Two of the bench- 
men specialize in nothing but phonos, hi-fi and 
stereo. AC delivery and installation men fluctu- 
ate with the business. Four company trucks, 
prominently advertising color, are supplemented 
by personal cars of the servicemen. Each of these 
men carries about 300 TV and radio receiving 
tubes. They’re on an hourly rate, but get a small 
commission for every TV prospect. Those who 
make the follow-up call on a color-TV sale get 
a $5 “instruct job” fee. 

Through an elaborate cardex system, Johnson 
Brothers keeps track of some 15,000 customers, 
by model or product, date, warranty, etc. 

This file is used to expedite the firm’s effective 
service policy renewals. Weeks before a policy 
runs out a letter urges customers not to let the 
policy lapse. A second reminder and easy re- 
newal card also go through the mails. 


4. Exercise care with trades 
A big service department does not signify that 
Johnson’s automatically accepts and fixes all 





CONCENTRATION ON LINES which require service know- 
how has led Johnson Bros. to devote majority of floor space 
to TV and stereo. 


Jitioners which yield 25% margins 
L > y °o 


y appliances carried are room air con 





TRADE-INS ARE HANDLED CAREFULLY and 
screen yme e used TV sales 


Ily 


1, name br s are put on th 


trades. It is selective, aiming to make the depart- 
ment profitable. 7 Mg Sek ce See 

On portables, for example, it keeps the sale ; ne 
separate, will not accept trades, but will take an 
old set in and sell it for the customer. On promo- 
tional sales, when a fixed allowance for a trade is 
offered, regardless of the condition, the store 
does not expect to clear much on trades. Some- 


times the firm sells them for from $10 to $15. 

In color-TV and console sales the firm expects 
to do much better with trades. It makes individ- 
val set evaluations, with allowance depending 
on value of trade. It shoots for good dollars on 


Es These Pictures 
Show How Johnson’s 
Follows 
Its Own Advice 


the original sale, makeup dollars from resale. 
“At today’s wage rates,” say the Johnsons, 
“you can’t put too many hours on fixing used sets. 
We put time on fundamentally sound sets, with 
the name brands, but not the off-brands and small jervice and ports monagers. Paris inventory 
screen units. We have a strong demand for used REOPENS PARE with je. tin hal ts pons aca i picture tana, tarke mameey Fun 920,000. 
sets—more takers than models are available.” aie Seas: pacar pans: 
One whole floor of the firm’s five-floor, 21,000- 
square-foot building is devoted to the used de- 
partment. A mass collection of various models, 
some for fixing, some for cannibalizing, covers 
most of this floor. But there is a showroom, too. 


BIG INVESTMENT IN SERVICE hos poid off 


firm has six benchmen, 10 outside s emen 


5. Keep adjusting to the times 

The firm’s satellite store represents such an 
orientation. The unit is a 1,600-square-foot loca- 
tion in the Eastpoint Shopping Center, in the 
eastern outskirts of Baltimore. Like the main store, 
it has a mass display of electronic products, with 
some 100 pieces of TV, hi-fi and stereo on its 
floor. One color-TV set is hooked up in the rear, 
and every evening the set is turned on, so that 
people must pass through the entire length of 
the store to view color programs. 

In operation since October, 1956, the shopping 
center store is run by Elmer Johnson Jr. Not only 
does it give Johnson Brothers wider exposure, 
but its volume shows steady increases. Average 
unit sales tend to run higher in the satellite. So 
do down payments on installment sales. And it 
reflects a higher percent of paid or C.O.D. sales. 
The satellite can feed off the advertising of the 
parent store. Most ads are in the “Baltimore Sun,” 
usually at least a page a week, about seven 
double pages a year on Sunday. 




























“There’s always appliance business to be had for those who go after it rather CALL BACK ON INDIAN CUSTOMERS living on nearby Apache 


than for those who sit back and wait for it to come to them. There are just as many _yeservation is typical of Sparks’ approach. During such calls he 
passive prospects who wait to be solicited as their opposites who go seek out what concentrates on “add on” sales to the same customer rather than 


they want. To reach your full potential, door-to-door selling is essential.” simply seeking referrals. 


‘To Get Business... Get Out of the Store’ 


... says dealer Clyde Sparks of Thatcher, Ariz. (1,000 residents, 324 electric me- 
ters) who more often than not does his selling on farms and Indian reservations. 
His system works, too; he gets 70% of laundry sales and 62% of the refrigera- 
tor business in Graham County. 


““Sure, every so often my volume begins to sluff off. But I do something **No white shirt; bow tie, suede shoes or. brief cases for me. I’m going 
about it. | don’t just sit and wail or waste time holding a wake over out to talk with working people, and I talk and dress on their level. 
dead business.” It gets me inside and acquainted and accepted faster.” 


TYPICAL OF RESULTS Sparks gets from door-to-door approach 
is the record he piled up in first three months of year. With area 
business off because of miners’ strike, Sparks and two salesmen 
knocked on doors throughout area to sell 128 washers, 24 ironers, 
29 dryers. Typical call finds him talking to Indian housewives 
outside of tribal store on Apache reservation. 








DRESSED IN FRESH KHAKI, Sparks looks more like one of his 
own servicemen than the owner of the store. On calls like this his 
pockets will be stuffed with an assortment of giveaways—plastic 
sprinkler tops, thimbles, tape measures and bubble gum. Always 
close at hand are distinctive yardsticks with Sparks’ advertising 
printed in vibrant, fluorescent colors. 














OCTOBER 10, 1960 23 


ANNOUNCING NEW ‘active al/ FROM LEVER BROTHERS 


all 


for 
Automatic Washers 





































\} CW 
o 
active 
ACuve 
J } ® New “Active” ingredi- 
ents plus Controlled Suds 


: fi give greater cleaning pow- 
viTin er. Safe for all fabrics, all 
itt machine cycles. 


NPA} ® Famous Controlled 

, § heyy Suds guard against motor 
oe Oe ae ; — strain, messy over-suds- 
ft if } A V Wag ing. Cut down on warranty 


service calls, help protect 
customer good will. 


® New free-pouring 
granules and faster solu- 
bility, due to spray-dried 
process. Whiter, and 
pleasantly scented, too! 





® New lower prices. 


nel Offer a case of two 20-lb. cartons of ‘‘Active”’ 
all as premium or to swing a customer from a 

low-end to a high-profit model. Or split a case 

and halve your cost by offering ONE 20-Ib. 

carton to clinch other sales. Order free ‘‘Big 


Wacher plan Supply” window trim. 


Use the a// 24-0z. packages as give-aways to 

tp hoot build store traffic. Also use this size in washer 
demonstrations for best machine performance. 
Order free ‘‘Single Package” window trim 


wacher As the Dealer Salesman’s column says, in 


Electrical Merchandising Week: 
calec } “‘Something for nothing is what they want! 
| learn it does not take an over-large gift. 
a free pair of rabbit ears can sell a three- 
hundred-buck TV, and a couple of boxes of 
detergent can often wrap up a washer sale.”’ 








USE THIS HANDY ORDER BLANK! “7 
Je ee ae ep EE eee ee ee ee es eee 


LEVER BROTHERS, DEPT. NO. 558/16, 390 PARK AVENUE, NEW YORK 22, NEW YORK 
TERMS: 


1. all 24's—$8.60 a case. 
2. all 2's—$8.50 a case. 


3. Each less $2.50 advertising 
allowance per case—deducti- 
ble from invoice. 


Please ship me the following cases of New ‘‘Active”’ all, freight prepaid. Bill open account. 


Cases of a// 24's. (Twenty-four 24-0z. packages per case.) | Free package mat. 





ae 18 es ; 
| “Single Pack: d t " 
Cases of a// 2's. (Two 20-Ib. cartons per case.) | “Single Package” window trim 


[ ‘| “Big Supply” window trim. 
4. Minimum order—3 cases. acces : % | : " 2 
5. Ship freight prepaid—we 


will bill open account. Firm___ 


6. Not for resale—for promo- 
tional use only. Prices subject ? 
to change without notice. City . . - pone , . Zone ____ State 


Firm Address x —_ 





Signed: ‘ Ps = es noel = 


aie ia a a ae ae 


ELECTRICAL MERCHANDISING WEEK 


Never before has any TV line 


been so widely acclaimed 
oO ft ft z 


These latest authoritative 


1960 sales figures tell the story... 


INDUSTRY, 1 


TV SALES eae 


DMIRAL up 166% 


DISTRIBUTORS 


TV SALES * 


acto 
sales to consumers, based on actual — 
registration cards, show all even g 


e! Proof positive of | 
r demand for Admiral! 


Dealer 
warranty 
percentage of increas 


ever-increasing consume 


of 1960 distributor-to-dealer television 
sales through week ending September 9. 
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19” overall diagonal 
172 sq. in. viewable ar 


23” overall diagonal 
282 sq. in. viewable area 












So successful, so complete, Admiral’s 23” and 19’ TV lines will remain the 
same for the big selling season ahead! No new models until Spring! No 
new models to give you inventory problems! 








It all started when Admiral, the originator of 19” TV and first with 23” TV, added 
the excitement of this new kind of television to dealers’ floors everywhere! There were more 
sales, more profits immediately. And there just hasn’t been any let-up...customer preference 
for Admiral TV has actually been gaining momentum every day! 


Fact is, Admiral’s sales figures are even better than they look! No obsolete, low- 
margin 21’s or 17’s played a part in this big-volume Admiral business! Admiral’s record-breaking 
rate of sales has been chalked up solely by all-new 23” and 19" TV at full dealer mark-up! 


Right from the start, it’s been a great deal for Admiral dealers! And it’s going to 
be even greater in the big selling months ahead. TV that’s red-hot all along the line. ..so 
successful, so complete, Admiral’s 23” and 19” TV lines will remain the same for the big selling 
season ahead! No new models until Spring! No new models to give you inventory problems! 







Get in... cash in right now with quality-proved, customer preferred Admiral Wide- 
Angle TV! Sell the world’s finest performing transformer-powered horizontal chassis . . . new 
“Look of Elegance” styling ...TV’s most-wanted features! Consoles, table models, portables, 
combinations—amazing Super Son-R® remote control—Admiral has the most saleable, most 
complete line of TV ever. Don’t miss out! Call your Admiral Distributor today! 















Watch next week for the official news about 


the giant increase in Admiral radio sales! 


















MARK OF QUALITY qty fv THROUGHOUT THE WORLD 


ADMIRAL 








HA-42...2 SPEEDS, 2 CYCLES WITH 
BIG CAPACITY ATLOW COST ——«™ 


HA-06 ... 2 CYCLES, 3-TEMP WASHER — 
ONLY 24 INCHES WIDE 


nae 


ELECTRICAL MERCHANDISING WEEK 


TOP TO 
BOTTOM... 


STRONGER 
THAN EVER 


New RCA WAH/RLPOOL 
washers give you 
a powerful 
STEP-UP STORY 
for more profit! 


_pctiow M6, 
re  & 


UVE BETTER 


A 
Bs 
= 

Mili 


~ 
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Here they are... the new RCA WHIRLPOOL 1961 line of 
automatic washers. It’s the strongest line in Whirlpool 
history! It’s a complete line, offering step-up factors 
planned to increase your dollar volume. There’s a feature- 
packed model to fit every budget. Be sure to get the 
full story of this amazing new washer line from your 
RCA WHIRLPOOL distributor and get the details of the 
merchandising program supporting it, too. 








It’s fabulous . . . it’s expense-free 
for RCA WHIRLPOOL dealers 


PYT: 61 


Ask your distributor how you 
can pick your vacation. 


Your family will love our family of home appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!.. . it’s easier to sell RCA WHIRLPOOL 
than sell against it! 
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PRODUCTS 


FEATURES THIS WEEK 


Gibson and Norcold refrigerator lines e Eureka 4- 
brush polisher e Waste King electric range e Zenith 
TV compacts e Stromberg stereo hi-fi line e range 
hoods by Leigh and Miami-Carey 


lee 





EUREKA Announces 


Floor Polishers 


Outstanding feature of Eureka Wil- 
liams new polisher line is the spring- 
seated, interchangeable-by -hand- 
alone, 4-brush construction. Top mod- 
els 20 and 30 feature a set of 4 tri- 
angular, power-balanced waxing-pol- 
ishing brushes that provide no-streak 
polishing and no “wandering.” They 
are also equipped with a dolly for rug 
shampooing. No. 10 features 4 round 
power-balanced waxing-scrubbing 
brushes; 4 felt pads. Additional acces- 
sories for No. 20 are 4 round scrub- 
bing brushes and 4 felt pads. Addi- 
tional accessories for Deluxe No. 30 
are 4 round hard surface scrubbing 
brushes; 4 round shampooing brushes; 
4 lambs wool buffing pads; a hanging 
hook; concealed cord; all-chtome 
body. 
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All models weigh 11% lIbs.; have 
12%-in.-wide stroke; automatic switch; 
toe-touch handle release; simplified 
liquid release; duo-clip for cord and 
canister; vinyl furniture guard. 
Prices, No. 10, $29.95; No. 20, $39.95; 
No. 30, $49.95. Eureka Williams Div., 
National Union Electric Corp., Bloom- 
ington, Il. 





EASY Announces 


Commercial Washers 

Easy announces the introduction of 
2 new washer models specially tailor- 
ed to the commercial self-service 
laundry business. The new metered 
model for coin-operated stores, No. 
AMW, and an identical unmetered 
model, ASW, both feature Easy’s 
Spiralator washing action and a spe- 
cial device which locks in the Spiral- 
ator so it can’t easily be removed. 
They also feature Easy’s_ special 
Velvapower transmission. Both ma- 
chines are designed for sustained 
multiple family use and a 9-lb. load. 

AMW is high-styled with master 
control and coin meter on top of unit; 
3 wash water temperatures, includ- 
ing a cold water wash and 2 rinse 
temperatures, are available for all 
fabrics. Motor, transmission and 
pump in single unit; molded steel 
casting protects gear-drive mecha- 
nism. 

A mechanical principle eliminates 
the “out-of-balance” switch so that 
Velvapower completes every wash 
load. Easy Laundry Appliance Div., 
The Murray Corp. of America, 919 
N. Michigan Ave., Chicago 11. 





GIBSON 1961 Refrigerator Line 


Gibson’s 1961 refrigerator line con- 
sists of 4 2-door refrigerator-freezer 
combinations, 2 “Market Master” 
“freezerless” refrigerators and 3 reg- 
ular refrigerators. 

Top of line No. 9416R1 “Frost Clear” 
14.8-cu.-ft. refrigerator-freezer has 
freezer at the bottom, with 162-lb. 
capacity, a package and juice can 
rack, a slide out quick-chill shelf, 
pres-toe door opener. Refrigerator 
section has a sliding adjustable shelf, 
adjustable full-width shelf; regular 
full-width shelf, 2 15-qt. sliding por- 
celain crispers, a butter and cheese 
compartment, adjustable door racks, 
deep door shelf, liftout egg racks and 
multi-magnet door seal. 

“Frost Clear” no-frost system in- 
cludes a single coil evaporator cool- 
ing both freezer and _ refrigerator 
section, a self cleaning condenser, dia- 
mond embossed door, trimline styl- 
ing, wood grain insert handle and 
base. 

Imperial Ice Master No. 6515R1 fea- 
tures an ice maker that stores up to 
130 giant ice cubes or over 6 lbs. and 
automatically replaces cubes as used. 
It has 13.04-cu.-ft. capacity with the 
same size freezer at top as is used on 
other Gibson 2-door models. Refrig- 
erator section has 1 automatic cycle 
defrost system—no frost accumulates 
and no defrost water to empty; 1 
adjustable and 3 regular shelves; ad- 
justable door racks and 2 sliding 15- 
qt. crispers; diamond embossed door; 
trimline styling; wood grain insert 
handles, 2-tone blue interior with 
gold trim. 

Imperial 2-temp. 2-door combination 
6415RI has 13.22-cu.-ft. capacity with 
a 100-lb. zero zone freezer. This mod- 
el is similar to 6515R1l without the 
Ice Master, which is available as an 
accessory. 


Deluxe, 2-door refrigerator-freezer 
No. 5714R1 has 12.32-cu.-ft. capacity 
with 100-lb. zero zone freezer. Fea- 
tures include package rack, juice can 
rack in freezer door panel; 2 15-qt. 
sliding porcelain crispers in refrig- 
erator section, adjustable door racks, 
deep door shelf, butter and cheese 
compartment; and automatic cycle 
defrost system. 

Market Master Imperial ‘freezerless” 
refrigerators 4614R1 and Deluxe 4514- 
Rl are designed for families owning 
a freezer, and have 13.47-cu.-ft. ca- 
pacity fresh food storage area. 
Deluxe 4514R1 has adjustable door 
and egg racks, butter and cheese 
compartment, 20-sq.-ft. shelf area; 
2 15-qt. sliding porcelain crispers, 
11-lb. sliding porcelain meat chest; 
Gibson’s conditioned air refrigera- 
tion system; zero zone freez’rette 
which holds a day’s supply of 
frozen foods plus ice cube trays and 
ice cream. No. 4616R1, a custom 
“step-up version” of 4515R1 has ad- 
ditional features: multi-magnet door 
gasket, adjustable aluminum door 
racks; 2 swinger shelves, 1 sliding 
shelf, 1 regular full-width shelf. 
Regular refrigerators include Deluxe 
2314R1 with 13.59-cu.-ft. capacity and 
a 71-lb. frozen food storage area, Dial- 
A-Matic defrost and a 15-qt. crisper. 
Deluxe 1510R1 has 9-cu.-ft. capacity 
with 56.4-lb. frozen food storage space 
yet takes only 2 ft. of floor space, 23- 
qt. full width crisper and Dial-A- 
Matic defrost. Economy model 1410- 
Rl has 9-cu.-ft. capacity with 56.4- 
frozen storage and takes only 2 ft. 
floor space. Flush-to-wall design. All 
have diamond embossed door, wood 
grain insert handle and Higloss acry- 
lic exterior with 2-tone blue interiors 
with gold trim. Gibson Refrigerator 
Div., Hupp Corp., Greenville, Mich. 











UPRIGHT V522R1 


GIBSON 1961 Freezers 


V514R2, Ice Master, features an auto- 
matic ice cube maker which provides 
a constant supply of 130 giant ice 
cubes, automatically replenished. 

All uprights have Freeze-fio freezing 
system which forms refrigerated 
shelves and side plates from 1 con- 
tinuous aluminum freezing surface; 
fingertip door shelves; juice can 
racks; built-in look; trimline styling; 
blue interior, gold trim; wood grain 
exterior trim. 

V510R1 has 318 lbs. capacity in 2-ft. 
floor area; V514R1 stores 477 lbs. 
food; V516R1 has 556 lbs. capacity; 
and V522R1 has 756 lbs. capacity with 
aluminum interior; 6 position adjust- 
able storage shelf; tilt-out package 
shield, dual-purpose package rack. 
Chest models in 3 sizes: 15.3 cu. ft. or 
536 lbs.; 609 lbs. with a 41%-lb. re- 
movable storage basket; and a 809- 
lb. unit has 105-lb. fast-freeze com- 
partment, 2 removable baskets. Wide 
range temperature control, stain-re- 
sistant interiors, built-in lock, coun- 
ter-balanced lid, rounded corners are 
other features. Gibson Refrigerator 
Div., Hupp Corp., Greenville, Mich. 





WASTE KING UNIVERSAL 
Drop-In Range 


A space-saving Waste King Universal 
drop-in electric range which com- 
bines oven and surface cooking ele- 
ments in a compact unit is announced. 

It is suitable for new homes, apart- 
ments or remodeling. The ease with 
which it can be slipped into cabinetry 
results in installation savings. 

The entire 1l-piece unit with full 
19-in. oven and 4 heating elements 
can be built into a 2-ft. cube. The 
drop-in’s clean contemporary look is 
accentuated by the streamlined con- 
trol knobs and full-width oven doors. 

Styled by Henry Dreyfuss. 

The Custom model comes in a 
choice of white, coppertone, canary, 
pink or turquoise porcelain. 

Features include heat-saver oven 
door seals, thick fiberglass insulation, 


double-stippled porcelain lining bond- 
ed to the entire oven and broiler 
pan, and removable element bowls 
with spill-proof outer edges on sur- 
face units. Waste King Corp., 3300 E. 
50th St., Los Angeles 58. 





MIAMI-CAREY Duct-Free Range Hood 


The Miami-Carey duct-free cove- 
range hood announced by the Miami 
Cabinet Div., The Philip Carey Mfg. 
Co., features “Directional Filtering.” 

Twin air filter intakes are located 
directly over the range burners for 
greatest air-cleaning efficiency. The 
centrally located exhaust fan in the 
unit pulls grease-laden hot air and 
cooking odors through the twin in- 
takes and passes them through triple 
filter elements. These elements con- 
sist of replaceable successive layers 
of heavy duty alumir.um mesh, spun 
fiberglass and fine granules of acti- 
vated charcoal. 

Fresh clean air is returned to the 
room through vents in the upper 
slope of the hood. 

A decorative stainless steel diverter 
directs the exhausted clean air over- 


head away from the face and cabinets. 

Available in 30-, 36- and 42-in. sizes, 
in coppertone or stainless steel. 

The quiet running exhaust fan and 
light are operated by pushbutton con- 
trols mounted on front of hood. 

Completely pre-assembled and pre- 
wired at factory, it can be installed 
in less than 30 min. Miami Cabinet 
Div., The Philip Carey Mfg. Co., Mid- 
dletown, O. 
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ACCO Tree-Cutting 
Lawn Mower 
ACCO announces: a power mower 
that cuts down trees, firewood, etc 

An easily attached flexible shaft 
kit converts engine of an ACCO de- 
luxe self-propelled reel mower into 
a source of power for 4 garden main- 
tenance accessories: an extra strong 
chain saw that cuts through timbers 
up to 10 in. thick; a rotary hoe gar 
den tiller; a lightweight, reciprocat- 
ing action hedge trimmer; and a ro- 
tary lawn edger-trimmer 

The line will also include the “con- 
vertible outboard-mower” which con- 
sists of a deluxe rotary mower from 
which the engine can be detached 
and connected to a standard out- 
board propeller kit, converting the 
mower engine to an outboard motor; 
compact 24 riding mower; rotary and 





reel-type mowers including 20- and 
22-in. free-wheeling rotaries; 22-in. 
self-propelled rotaries in aluminum 
deck deluxe and steel deck standard 
models; promotional rotaries; and 
Great American and_ promotional 
hand mowers. ACCO Power Products 
Div., American Chain & Cable Co., 
Inc., Exeter, Penna. 
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MIRRO-MATIC Percolator 


Spoutless No. 169M is immersible 
with detachable thermostatic control; 
brews from 2 to 5 cups; light blinks 
when coffee is ready; gold-tone Alu- 
milite base, polished aluminum finish. 
Price, $12.50. Mirro Aluminum Co., 
Manitowoc, Wis. 








SELECTRONATIRE 


Selectronaire regular table and win- 
dow units are now available on a 
stand that rolls from room to room. 
Another stand model rotates on a 
turntable providing continuous air- 
cleansing action throughout a room. 
Selectronaire, Inc., Shelton, Conn. 











NORCOLD Compact 
Refrigerators 

Norcold announces 2 compact refrig- 
erators to fit every need in hotels, 
motels, multiple dwellings 

Available in 4- and 6-cu.-ft. sizes, 
free-standing or built-in, cabinets are 
entirely of satin finish aluminum 
with foamed plastic insulation. Doors 
may be hung from either side, and 
have removable face panels for a 
variety of decorator schemes. 

All Norcold refrigerators, gas or 
electric, operate with no moving 
parts, no hum or vibration. 

Automatic controls on all models 
are located behind the lower front 
grill for easy accessibility for adjust- 
ment and cleaning, and all have am- 
ple ice cube capacity. Norcold Inc., 
5656 W. Washington Ave., Los An- 
geles, Calif. 








PROGRESS 
Ventilator-Light 


Has 2 60w lamps, Corning Albalite 
glass diffusers and a quiet impeller 
unit. Simple, plug-in connection for 
fan motor and lights; triple-plated 
chrome grille; removable duct sleeve 
connector; built-in back draft damp- 
er; removable junction box; adjust- 
able mounting flanges; snap-in grille, 
adjustable to plaster thickness. Prog- 
ress Mfg. Co., Philadelphia 34. 





LEIGH Range Hood 


The 5300 Economy series is designed 
to meet need for a space-saving solid 
top hood. Completely wired for fan 
and light, the hood is suited for in- 
stallation with any of Leigh’s wall- 
type ventilating fans. Coppertone or 
brushed chrometone; gold anodized 
control panel has easy-to-reach push- 
buttons; 24-, 30-, 36-, and 42-in. sizes 
Leigh Building Products, Div. Air 
Control Products, Coopersville, Mich. 

















W. T. CHRISTY 
Southeast Dist. 


Michigan Dist. 


C. DIGGLES S. C. GOLDMAN 


Commercial Electric Co. 





B. L. HEYWOOD 
Northwest Dist. 
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CONVAIR 
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R. D. COOPER 
R. Cooper, Inc. 


W. B. FROGUE 
Southern California Dist. 


H. P. GOUGH 
Northern California Dist. 


H. H. HOXIE 
Ramsay, 
The Appliance Dept. 








W. C. LANHA 
Alabama Dis 


a 


The rest of the distributors will fly down next week. 
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REVERE Tape Recorder 


Revere announces a 4-track, dual- 
speed stereo tape recorder, No. T- 
2200. Newly designed to a slim 14x 
144%x7% in., it weighs 25 lbs., records 
and plays back stereo tapes on 4 or 
2 tracks. A head dialing system en- 
ables recording and playback monau- 


rally on 4 separate tracks, providing 
maximum of 4 hrs. playing time on 
1,200-ft. reels, 6 hrs. on L.P. tape. 

Two separate channels permit play- 
ing 2- or 4-track pre-recorded stereo 
tapes or making stereo tapes from 
stereo records. The wide range speak- 
er in recorder carries 1 channel and 
the built-in pre-amplifier on 2nd 
channel allows connection directly to 
record player jack of phono, radio, 
TV or hi-fi system to produce 2nd 
channel for 3-dimensional stereo 
music. 

Can be used as an 8w public ad- 
dress system. Features 1 simple 3- 
position control to operate all me- 
chanical and electric functions. Bal- 
anced tone for bass and treble; in- 
stant stop button; dual-speed selector; 
2-level record indicator. 

Price, $239.50. Revere Camera Co., 
320 E. 21st St., Chicago 16. 





ZENITH TV Compacts 


Four all-new “compacts” in 19-in. TV 
sets are announced by Zenith. Furni- 
ture designs include Early American, 
Danish modern and 2 Contemporary 
styles. They have a hand-assembled, 
hand-wired Custom “Z” horizontal 
chassis, 114-deg. Sunshine picture 
tube with Cinelens, and shorter front- 
to-back measurement making possible 
smaller and shallower sets 14 in. 
deep. A Zenith high-speed electron 
gun in the tube drives up to 350,000 
cycles more. picture’ information 
across the screen. New super-sensi- 
tive target turret tuner brings in 
clear pictures and sound. Special 
“performance improving” circuits re- 
ject interference from adjacent chan- 
nels. 


station selector control and provides 
an illuminated channel number. Con- 
‘temporary sets come in mahogany 
veneers or blond oak; Early American 
in maple; Danish modern, brown- 
toned walnut veneers. 

Prices, $239.95 mahogany; $249.95 the 
balance. Zenith Sales Corp., 6001 W. 
Dickens Ave., Chicago 39. 
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STROMBERG-CARLSON Stereo Hi-Fi Line 


Stromberg-Carlson’s 1961 line of ster- 
eo hi-fi equipment features a number 
of new component ensembles includ- 
ing a “reverberation” accessory, 3 
stereo amplifiers with ratings of 24, 
36 and 64w; an AM-FM stereo simul- 
cast tuner; 3 speaker systems; a new 
record changer and a manual turn- 
table. Wide interchangeability of 
components provides flexibility in 
the choice of component complements. 
The “reverb” unit can be incorp- 
orated in any S-C stereo console, and 
adds spaciousness to the sound by 
reflecting it from walls and ceilings. 
SP-931 Contemporary ensemble _ in- 
cludes models in mahogany, walnut 
(oil or lacquer) or limed oak. Com- 
ponent complement includes an S-C 
4-speed changer with stereo cartridge 
and diamond needle; ASR-2.20A, 
24w dual-channel amplifier with 20- 
20,000 cps; clutch-type separate bass 
and treble controls; 2 RS-501 speaker 
systems, each a completely enclosed 
ducted port system, containing a 3x5 
elliptical shaped tweeter and an 8-in. 
long excursion woofer with a tweet- 
er level switch. 
SP-935, Italian Provincial, in cherry 
veneer and SP-936, Early American 
Spice Box, cherry or maple, have 
same components as SP-931 series. 
SP-951, Danish Modern, walnut (oil 
or lacquer), or ebony has same 
changer and speaker components, 
with an ASR-2.20B, 24w dual-chan- 
nel amplifier, separate bass and tre- 
ble controls for each channel; scratch 
and rumble filters and stereo reverse. 
SP-958, Early American, cherry ve- 
neer, has same components as SP-951. 
SP-971, Contemporary stereo radio- 
phono, has an SR-445A stereo AM- 


Mi Suk 

S-C DANISH MODEL SP-951 

distant switch; sharp-broad switch. 
FM section improved AFC; local- 
distant switch; tuner combines AM- 
FM sections for stereo and is adapt- 
able for multiplexing; 4-speed 
Garrard RC-88 has Shure M7D 
stereo cartrigde and diamond needle. 
Amplifier is a 36w dual-channel 
ASR-6.60; separate bass and tre- 
ble controls; scratch filter; rumble 
filter; loudness contour switch; chan- 
nel reverse switch; balance control; 
program selector; master gain ‘con- 
trol. Two RS-504 speaker system con- 
sists of a 3x5-in. elliptical shaped 
tweeter and a 12-in.-long woofer with 
tweeter level switch. 

SP-972 Neo-Classis stereo in mahog- 
any and SP-976 Early American 
Pennsylvania Dutch cherry veneer 
cabinet have same components as 
SP-971. 

Prices, from $285 to $750. Stromberg- 


Controls are accessible for ‘“top- FM tuner. AM section contains a new 


a ro Carlson Div., General Dynamics, Ro- 
right” tuning; spotlite dial circles the ae ee a high accuracy precision dial; local- 


chester 3, N. Y. 








“ilter-Flo Washer line. We hear it’s the greatest! 


L. MEAGHER 
Langdon & Hughes Co., 


mn) (ge > 
S| iS 
Ste 


1. McDANIEL 
maha Dist. 


H. A. OLIPHANT 
Salt Lake City Dist. 


W. |. SMITH 
Northeast Ohio Dist. 


J. W. TREMAINE 
St. Louis Dist. 


D. M. WHITING 
Chesapeake Dist. 


C. H. WITTENBURG 
Gould-Farmer Co. 











K. J. MOSS 
Louisville Dist. 


E. D. SHIFFLER 
Kansas City Dist. 


E. B. WEATHERS 
New Orleans Dist. 


W. H. SQUIRES 
William H. Squires, Inc. 


C. M. WILSON 
New England Dist. 


E. C. ZABORS 
Major Appliances, Inc. 
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Model 45C20 — Mahogany, walnut or blonde oak 
veneer. 3 speakers: 4” in extension speaker unit, 
6” and 4” in main cabinet. Loudness, balance, bass 
and treble controls. 4-speed automatic changer, flip- 
over dual sapphire stylus. $139.95.* Also available 
with AM/FM tuner, model 55C20. $189.95* 


Stereo High Fidelity with hardwood 
veneer cabinet...pull-out speaker [30 


Here’s truly elegant cabinetry—finished in a choice 
of genuine hardwood veneers—plus precision- 
engineered stereo that lets your customers custom- 
balance the sound. The extension speaker unit can 
be placed up to12 ft. away from the cabinet, or right 
in the cabinet itself. And all for only $139.95! 


For money-making details on all the sensational 

models in the 61 Sylvania stereo hi-fi line—call your { seastat tate Rnciniieiede tines 

distributor today. Sylvania Home Electronics Corp., Model 55€16 — 3-sound-source stereo Model 45P18—3-sound-source stereo plus powerful AM/FM radio. 3- 

Batavia N. Y. high fidelity. 2 extension speaker portable. 6” speaker in main cabinet, speaker system with two detachable 

enclosures give up to 24 ft. separa- 5” speaker in each detachable speaker enclosures. 5-watt output. Brown 

WHILE AT THE “MUSIC SHOW,” VISIT THE SYLVANIA DISPLAY, tion. 6 speakers. 80-watt dual enclosure. 4-speed automatic changer. ‘Tweed and Cream. $169.95.* Without 
ROOM 1056-57, THE PALMER HOUSE amplifier. AM/FM tuner. Mahogany, Brown and tan. $99.95* AM/FM, $139.95* 


walnut, blonde veneer. *Manufacturer’s suggested list price. Slightly higher in some areas. 
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WILTON Organs 


A new line of 3 console organs is in- 
troduced by Buegeleisen & Jacobson. 
No. 100-C console is an 18 chord mod- 
el with 37 piano keys in 3 full octaves 
from C to C; equipped with knee 
control for volume swell. 
No. 199-C is a 40 chord model with 
37 piano keys in 3 full octaves from 
G to G; equipped with knee control 
for volume swell. 
No. 299-C is a 60 chord model with 
37 full size piano keys in 3 full oc- 
taves from G to G. With “profes- 
sional” foot pedal volume control. 
All come in mahogany and blonde 
finishes, walnut is available $5 extra. 
Prices, No. 100-C, $129.95; No. 199-C, 
$154.50; No. 299-C, $209.95. Buegel- 
eisen & Jacobson, Inc., 5 Union 
Square, New York 3, and 720 Bath- 
urst St., Toronto 4, Ont. 





ARGUS Hi-Fi Enclosure 


A %-in. hardwood hi-fi enclosure 
with 2 Jensen speakers: 8-in. woofer 
and 34%4-in. tweéter, the Deluxe Cata- 
lina, No. TSE-2AS, is available in 
whited birch or light American wal- 
nut. Speakers are wired in crossover 
network to 8-ohm terminals on back. 
Prices, $39.95 with speakers; cabinet 
only, $26.50; regular pyroxylin Cata- 
lina with 2 speakers, $24.95. Argus 
Products Co., Genoa, Ill. 
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TITAN Chain Saw 


“Little Giant” No. 41 for farmers, 
campers, cottagers has 16-in. bar and 
chain; safety-built with full grip han- 
dle. It is lightweight, sturdy; perfect- 
ly balanced to handle any light cut- 
ting job. Price, $139.95. Propulsion 
Prods. Co., So. Milwaukee, Wis. 





BRIEFS 


The Hi-Lo Dimswitch is a simple and 
inexpensive light control readily in- 
stallable in an ordinary switchbox. 
Based on current rectification, it uses 
a silicon semi-conductor. Slater Elec- 
tric and Manufacturing Co., Inc., Glen 
Cove, L. IL. 


Two new jet pump “Trailblazers” 
are announced by Red Jacket Mfg. 
Co. The shallow well pump, model 
SW, priced at $79.50, has a %-hp 
motor; at $91.50, a %-hp motor. The 
deep well pump, No. DW, is $105 in 
%-hp size with twin tube and _ in- 
jector and foot valve. Design features 
include rotary ceramic seal and stain- 
less steel shaft extensions. The SW is 
available in factory packaged water 
systems with 4-, 12-, 30- and 42-gal. 
tanks; the DW in 30 and 42 with twin 
or single tube injectors. Red Jacket 
Mfg. Co., Davenport, Iowa. 


Stewart - Warner’s “Electro - Flo” 
furnace is available to home build- 
ers and home buyers. It provides all 
the advantages of air-distributed 
heat—including provision for sum- 
mer cooling, at time of original fur- 
nace installation or subsequently. 

Electro-Flo has “Selective-Se- 
quencer,’”’ modulating device which 
controls up to 9 stages of heating, 
depending on furnace capacity. It 
actuates from 3 to 9 motor-operated 
switches, 1 for each pair of heating 
elements of approximately 10,000 
Btu output. Available in 4 models— 
208, 220, 230 or 240. Minimum Btu 
output of smallest size is 23,085, 
with range extending to the maxi- 
mum capacity of 92,205 for largest 
furnace. Heating & Air Condition- 
ing Division, Stewart-Warner Corp., 
Lebanon, Ind. 


ALL Detergent 


A new giant-size 3-lb., l-oz. box of 
“condensed” “all” is available na- 
tionally. Price, 79¢. Lever Bros. Co., 
390 Park Ave., New York 22, N. Y. 








MASSAGE MACHINE 


Stroke control adjusts vibratory action. 
Area of massage may be widened by the 
use of twin units as desired. 110-120 V. 
AC only. 60 Cycles. AC-50 Single Unit. 

Retail $12.50 


"FOOT MASSAGE 
Beautiful star-dust plastic housing in pastel blue. Light, strong, 


shockproof . . 


MULTIPLE USE HAIR DRYERS | 2?” 


Se 


FROM MASTER oe ee 


cet 
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DELUXE COMMANDER—Chrome plated housing. Includes 
stand and hood. Shpg. wt. 4 Ibs. AC-DC 110-120 V. 


Retail $26.95 


DELUXE COMMODORE—Polished aluminum housing. In- 
cludes stand and hood. Shpg. wt. 4 lbs. AC-DC 110-120V. 


Retail $24.45 


: DELUXE GENERAL—Meiallic blue housing. Includes stand 


“= and hood. Shpg. wt. 4 lbs. AC-DC 110-120 V. 


Retail $21.95 


“DELUXE COLONEL—Metallic gray housing. Does not in- 
¢lude stand or hood. - wt. 4 lbs. AC-DC 110-120 V. 


Retail $17.95 


"VIBRATORS 


. built-in Micro switch automatically starts 


machine when foot comes in contact with applicator—stops 
:., When removed. 115 V. 60 Cycle. AC only. Model F-100. 


Retail $17.50 


Order your Master products from your regular wholesale 
supplier. If he does not carry them in stock order direct from 
manufacturer and send name of your regular supplier. Rush 
orders now for Christmas buying. Write for catalog sheets and 


Pe HOW TO ORDER 


price schedules. 


MASTER APPLIANCE CORPORATION 


For facial or scalp massage, or for light, 
body vibration massage, use the Model 
V-41. Comes complete with four applica- 
tors. AC only. 60 Cycles. 115 V. 


Retail $9.95 


RACINE, WISCONSIN 
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WORLD APPLIANCE 
NEWS 

e Two of Britain’s “big three” 
electrical firms may merge 


e Solar radios—charged by 
sunlight—may come to India 


e Higher export orders help a 
Bavarian TV-radio company 


LONDON (McGraw-Hill World 
News)—Two of Britain’s “big 
three” electric companies—English 
Electric Co. and General Electric 
Co. (no relation to U. S. G-E)—are 
considering a merger. 


sales last year of $32.6 million. 
Sales total for EE, which has 84,000 
employees, was $512.4 million. 

Combined net assets of the two 
would be around $495 million. A 
merger would make the new com- 
pany the biggest of the “big three,” 
topping Associated Electrical In- 
dustries, whose net assets total 
about $465 million. 

Increased competition and nar- 
rowing profits in the electrical in- 
dustry are presumed behind the 
present exploratory move. 


NEW DELHI—An Indian firm, 
Electronics Ltd. of this city, is con- 
sidering manufacture of solar ra- 
dios in collaboration with an Amer- 


ELECTRICAL 


which receives current from a 
photo-electric cell battery charged 
by sunlight. 

Indian Prime Minister Jawahar- 
lal Nehru has been presented with 
a working model. And if negoti- 
ations now under way are successs- 
ful, it will be the first project of its 
kind to be undertaken here. 

A previous solar energy project 
in India proved a failure because 
the product, a solar cooker, could 
not compete in price with the con- 
ventional item—$18 as compared to 
$2-$3 for a coal burner. 


BONN—tThe radio and TV manu- 
facturer, Metz Apparatefabrik of 
Fuerth, Bavaria, expects consider- 


range of electric equipment, from 
appliances to atomic energy. GEC, 
with 


Both companies cover the full 


Sun 


70,000 employees, had total working 


ican company, Sun Electric Corp. 
of Chicago. 

has already 
model 


of a 


produced a 
solar 


er export orders. 


radio the TV supplied by RCA. 





More people are buying Sessions 
clocks than ever before! They’ve 


been awarded the coveted Good c 


Housekeeping Seal—the Seal 
40,000,000 women look for, believe 
in...and buy. Look for Sessions! In 
Good Housekeeping, House Beau- 
tiful, and McCall’s Christmas issue 
..1N the Bride’s House’ Promotion, 
and an exciting full-page adver- 
tisement in Bride & Home maga- 
zine. Stock the line with style 
innovations—bold new ideas—hot 
new promotions—powerful adver- 
tising! The sellingest clock of all 


... SESSIONS 








Stock the four hottest-selling clocks in the 
country! Love-Alarm (with under-pil- 
low buzzer)—Heart-shaped attachment fits 
comfortably under pillow—wakes only the 
early riser—the late riser sleeps on until 
the standard alarm rings. In white, pink or 
blue. Déze-Alarm—tThe clock that gives 
the extra sleep everyone longs for. It rings 
—stops for 10 minutes—then it rings again... 
and again...and again. A gentle, but firm re- 
minder. Debutante—Combines beauty 
with versatility! The colorful kitchen clock 
that slopes from the wall. Big, easy-to-read 
dial and hands. In sunny shades of red, 
yellow, beige and white. Sunray-—A strik- 
ing design in the starburst motif. Perfect 
for any decor, the Sunray makes a truly 
fabulous gift! All metal, 27” in diameter, 
with contrasting black dial and gold brass. 


CUSTOMER’S 
MIND IS 
SEALED! 
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Ss Guaranteed by > 

Geod Housekeeping | 
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able sales increases following high- 
Exports to the 
U. S. consist mainly of combos with 
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LOW COST 
STORE FIXTURE 





PROVED BY THOUSANDS 
TO INCREASE: 


© IMPULSE BUYING 

® SELF-SERVICE 

© RELATED ITEM SALES 
SELL MORE— SELL FASTER — SELL EASIER 
- . all with the amazingly LOW-PRICED 
HIGH-QUALITY, FLEXO-SPACE. Self-Service 
makes it easier for your customers to buy. 
USABLE SELLING SPACE ALL AROUND the 
entire Island . . . NO BLIND SPOTS! Use 
in all deportments. 


Write today for full details of how YOU 


can make your sales soar at an unbelievable 
low cost with FLEXO-SPACE. 


FREE 


ALL NEW 50- PAGE WHOLESALE 
DISCOUNT CATALOG 


WRITE: 


ADD SALES CO. 


802 YORK STREET 
MANITOWOC, WISCONSIN 


CONVENIENT 
EVERY-MONDAY 
FREQUENCY... 
EASY-TO-READ 
EDITING 


SPECIALIZED 

WRITTEN ABOUT 

THIS BUSINESS ONLY... 
BY PROS FOR PROS 


NEWS IN DEPTH 

ALL THE FACTS, 

AND WHAT THEY MEAN 
TO YOU 


"WEEK 


EVERY MONDAY THE PROS READ 
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- what? me... 





Yes! Why not? We say—because we know—there’s 
extra business within the grasp of every appliance 
dealer. Your appliance customers are solid pros- 
pects for cabinets, sinks—everything that goes into 
a modernized kitchen. 

Put a Westinghouse kitchen in your store. Show 
the beauty . . . demonstrate the convenience... 
sell the quality. Your customers will buy. Your 
profits will grow. 


And working for you will be the prestige of the 


_¢ an appliance 
". — dealer...sell 
kitchens ? 


. 
» 
# 
& 
e 
_ 
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Westinghouse name...the power of Westinghouse 

national advertising . . . plus the entire gamut of 

promotional and training helps. A fabulous kitchen 

idea book . . . factory-conducted kitchen planning 

schools... a comprehensive home training course 

under top-notch University of Chicago supervision 
. . and personal sales help from experts. 


Call your Westinghouse Distributor today about a 
valuable Kitchen Dealer Franchise! You can be 
sure if it’s Westinghouse! 


Westinghouse 


aa 








A popular Westinghouse kitchen — 
complete, spacious, modestly priced 
Two 6’6" units with Heirloom Maple Finish Wood 
Cabinets e Matching appliances in models and 
colors of customer's choice e Mar-proof Micarta® 
Counter Tops (Sink and fittings included, with 
under-counter space provided for future dish 
washer) e Quick, convenient financing through the 

Westinghcuse Home Modernization Plan. 


Westinghouse Electric Corporation, Custom Kitchen Dept., Mansfield, Ohio 
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NUMBER | | IN A SERIES 


OF WEEKLY GIBSON MESSAGES 
TO ALL APPLIANCE DEALERS 


¢ 
* 


A private-balconied room for you at fabulous El Panama Hilton! 


~ 


SRANIFF 


Fly Braniff El Dorado Super-Jets—fastest in the skies! 


DISCOVER PANAMA AT YOUR 
DISTRIBUTOR’S OPEN HOUSE! 


get going...get 


DISCOVER 
PANAMA 
WITH 
GIBSON 


AT YOUR 
GIBSON DISTRIBUTOR’S 
OPEN HOUSE 


If you were among the 5,000 who attended the giant 
Gibson Convention in Hawaii (which ends this week), 
you know about the tremendous Dealer enthusiasm 
that greeted the Discover Panama with Gibson pro- 
gram. Hot-priced promotional models . . . exclusive 
new products to put profit back in selling . . . and best 
of all, a luxury trip by Braniff El Dorado Super-Jet 
to romantic Panama’s magnificent El Panama Hilton 
Hotel! Another tremendous Gibson overseas Conven- 
tion—and at the lowest qualifying levels in Gibson’s 
travel history ! 

Watch for your Gibson Distributor’s Open House! 
Within the next few weeks every Gibson Distributor 
is holding Open House—don’t miss the one in your 
market! It’s a local continuation of Gibson’s Hawaiian 
Convention which has the entire industry talking. 
Same promotional! products ... same high-profit ex- 
clusive products ... same opportunity to qualify your 
entire organization to Discover Panama with Gibson! 
Call your Gibson Distributor now to make sure of the 
time and place! 


Liésorn 


Gibson Re ator Division of HUPP Corporation, Greenville, Michigan 
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CASWELL SPEARE PUBLISHER 


HARRY C. HAHN ASSISTANT TO THE 
PUBLISHER 


DALE R. BAUER ADVERTISING SALES 


MANAGER 


WAYNE SMITH PROMOTION AND 


CIRCULATION MANAGER 
PETER HUGHES PRODUCTION MANAGER 


MARIE RESTAINO PRODUCTION 


ASSISTANT 


DISTRICT MANAGERS 
NEW YORK WARREN S. ACKERMAN 

RUDY BAUSER 
Assistant, BRUCE TEPASKE 
500 Fifth Avenue, N.Y. 36, N.Y. OX. 5-5959 


ATLANTA RAYMOND K. BURNET 
1301 Rhodes-Haverty Building, Atlanta 3, Ga. 
JA. 3-695! 


ROBERT J. SCANNELL 
EDWARD J. BRENNAN 
520 N. Michigan Avenue, Chicago |], Ill. 

MO. 4-5800 


DALLAS JOHN GRANT 
901 Vaughn Bldg., Dallas 1, Tex. RI. 7-5117 


HOUSTON GENE HOLLAND 
W-724 Prudential Bldg., Houston 25, Tex. 
JA. 6-1281 


LOS ANGELES RUSSELL H. ANTLES 
1125 West Sixth, Los Angeles 17, Cal. 
HU. 2-5450 


SAN FRANCISCO THOMAS H. CARMODY 
SCOTT HUBBARD 

68 Post Street, San Francisco 4, Cal. 
DO 2-4600 


CHICAGO 








MERCHANDISING 
SUPPLEMENT 


NEW PRODUCTS—NEW SALES 
THIS SECTION CAN BE 
ECONOMICALLY USED FOR: 
MORE SALES—MORE PROFITS © 


A special classification for manu- 
facturers desiring advertising in 
space smaller than the minimum 
run-of-book display space. The 
space available in this section is 
| to 6 inches. 


REACH ALL BUYING INFLUENCES 
RATES————_ON REQUEST 
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Handle refrigerators, 
ranges and freezers 
the quick and easy 
way. Pat'd Step-On- 
Lift. Retractable 
wheels. 7-ft. web 
straps. Cap. 800 Ibs. 


Deluxe Model (Swivel wheels at one end) $52.00 
Super Deluxe (Swivel wheels at both ends) ..$56.00 
FOB Zumbrota. Ship. wt. approx. 50 Ibs. 

Write Dept. B 


ROLL-OR-KARI CO., Mfgrs., Zumbrota, Minnesota 











EMPLOYMENT 
OPPORTUNITIES 














POSITION VACANT 
Wanted. Assistant manager, competent to 
build .established appliance & furniture 
store in small town to larger more profit- 
able operation. Write Box 115, Douglas, Wyo 
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People read 
TV Guide in an 
atmosphere 
of family sharing 


“They are oriented toward relatively wholesome 
family-centered concerns.”’ This conclusion, of par- 
ticular significance to advertisers, stems from the 
depth study of TV GuIDE readers made by Dr. 
Burleigh B. Gardner and staff, of Social Research, 
Inc. The TV GuIDE audience is both huge and 
rather special. It consists predominantly of selec- 
tive viewers (73%)—determinedly rational— who 


read the magazine cover to cover for the back- 
ground and knowledge they need to get the most 
out of their TV watching. These families, primarily 
young, express concern about taste. They strive to 
be discriminating. They are a powerful force to 
have on your side, as important advertisers (from 
Coca-Cola and Kraft to Pontiac and Seagram’s) 
are well aware. 


For a detailed report on the Gardner Study, call your local TV Guin office or write TV GuIpE, Radnor, Pa. 


a 


Best-selling 
weekly magazine 
in America 








NEW IDEAS 


MAKE THE DIFFERENCE IN 


RONSON 
PRODUCTS 


One year free service on 
all Ronson products. 77 
national service outlets. 


ONSON 


International Standard 
of Excellence 


Ronson Corp., Woodbridge, N. J. 


Another first 
from Ronson! 


New! Roto-Shine Shoe 
Polisher. Does all the 
work you used todo—elec- 
trically. Spreads polish 
without mess, brushes 
shoes, buffs to profession- 
al mirror shine. Stand- 
ard package, $19.95.* 

Imported hardwood util- 
ity box (shown), $23.50.* 


"suggested retail 


MAIL THIS COUPON TODAY! 


RONSON CORPORATION 
One Ronson Road, Woodbridge, N 


Att: Appliance Product Mgr 


Please send me complete information on all Ronson appliances 


plus full details of new cooperative advertising program. 
NAME 

COMPANY_____ 

ADDRESS. 


CITY 
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Team Snares 


Big $$ Sales 


CONTINUED FROM PAGE 10 

goods that are usually applied to 
low quality.” 

e “We talk price. That is important. 
Our prices are normally $100-$200 
below high-end items of brand- 
name manufacturers, and they al- 
low our dealers to compete with the 
discount houses and still make a 
profit.” 

This hard-hitting price approach 
is a carryover from Mathes’ air 
conditioner business. “One-ton air 
conditioners were selling for $400 
when we entered the business and 
were down to $149 when we left it. 
We don’t take all the credit for it, 
but we pioneered mass merchandis- 
ing in air conditioning and cer- 
tainly played an important part. 

“We tell our dealers, ‘You can’t 
handle Mathes by itself, but you 
can change your profit picture by 
expanding your line with it.’ Ours 
is essentially a switch line offering 
an unusual enough value to step up 
a customer from a nationally ad- 
vertised brand. 

“We are almost a one-product 
manufacturer, since we _ specialize 
in quality goods. We use only high- 
style hardwood cabinets, 65% of 
them oiled walnut. (It doesn’t print 
well, and most of our competition 
uses printed wood.)”’ 

The Mathes long-range plan, says 
Vice President Curtis Jr. is “to stay 
in that narrow band of ‘good small 
business’ and operate in the upper 
end of it. We only want to build up 
to a $30 million volume—and we 
are already halfway there.” (Mathes 


there's a big difference when your customers 


mow with pride @ 


you'll sell more 


Model 2227 22” 
Self-Propelted Rotary 
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expects to do about $14 million this 
year.) 

Mathes has had about a 50% 
growth increase annually’ and 
should reach its present goal of $20 
million in another year. 


The Mathes team keeps its collective 
finger close to the pulse of the mar- 
ket. All mail is opened by the vice 
presidents, not their secretaries. 
Production is charted each day ac- 
cording to incoming orders. ‘‘Twen- 
ty-five is a normal order, so that 
we have lots of flow and reorders.” 

Mathes attributes much of the 
firm’s success to its small size and 
consequent flexibility. 

“Being a family company, we can 
move fast when a trend seems to 
be developing, and we can provide 
a product that is hot when the peo- 
ple want it.” 


This flexibility paid off in the fledg- 
ling company’s first year, when it 
was twice caught in transition. It 
brought out a line of hi-fi in March, 
1958, then had to show stereo in 
July. “We were the first to manu- 
facture a one-piece stereo set.” 
The following March, Mathes intro- 
duced its first TV set—a 21-inch 
model-——-then went to 23 inches a 
few months later, also a first. 

The Mathes line includes stereo- 
hi-fi radio-phonographs in_ four 
woods and three furniture styles at 
$199.95 to $950. TV sets, in three 
woods and furniture styles, range 
from $249.95 to $429.95. Combina- 
tion TV-AM-FM radio and stereo 
phonographs, in three woods and 
furniture styles—with from 60-inch 
to 108-inch stereo’ separation 
range from an advertising leader at 
$399.95 (with trade) to $1,200. 


Why is there a big difference when 

you sell Certified? Simply because 
Certified Power Mowers give you selling 
advantages your competitors don’t have! Just 
stands to reason, with more to sell. . . 
... and make more profits! 


THE ONLY QUALITY LINE WITH ALL THE SALES ADVANTAGES! 


ONLY CERTIFIED POWER MOWERS GIVE YOU ALL THESE BIG SELLING FEATURES AS STANDARD EQUIPMENT! 


Model 2225 22” 
Free-Wheeling Rotary 


\ Adie 


i-Tip Deflector 


New Wind-Up Starter with 
Satety Starter Control 


Release on Handle! 


Also available: 
Model 2215 20° Free-Wheeling Rotary 





Model 2200 18” 
Free-Wheeling Rotary 


Aliso available 
Model 2205 18° Free-Wheeling Rotary 


t Height Adjustment 
plicated bolts or screws 


Mode! 22% 24" 
Riding Rotary 


ge. Really fast and easy! 


Mal 
Choke-O-Matic Throttle placed 


right at the user's fingertips for 


unequalled operating ease! 
d All Steel Armor 


rq desig 


quiet Muffler, ¢ 
outstanding feats 





Constr on, Side # 
» Feature, Leafs 
Balanced Wheel 


ROTARY REEL wo 


S 


New Wind 


Also available: 


Model 2115-00 20° Reel-Type Mower 


Model 2115 21” 
Reel-Type Mower 


Model 5399 
Edger-Trimmer 





Y 
4 
Fingertip Ciutch 
just takes a flick 
of the finger to stop or go! 


Model 2105 18” 
Reel-Type Mower 


Va | 


Choke-O-Matic Throttle 
fingertip motor 
» Speed controll 


Also available: 


Model 2195-01 18" Reel- Type Mower 


q Tena) 
a 
Get in touch with 
your Certified 
jobber now, or 
mail this coupon Okay 


Heavy duty all 
‘Box Type" Constr Dn 
most rugged frame of ali! 


Pius profitable lawn 
mower season 
you've ever had 


Name 
Easy Height Adjustment, Fin 


est Austempered Too! Stee! 
Cutting Blades and many with Certified 
many other outstanding fea the power 
tures! mower line that 

outmows them alll city 


Firm Name 


Address 


Model 5345 26” 
Self-Propeltied 
Rotary Tiller 


Model $343 21” 
Self-Propelled 
Rotary Tiller 





MAIL COUPON TODAY FOR FULL DETAILS ON THE 
FAMOUS CertiFIVE PROFIT PLAN! 

Western Tool and Stamping Company 

2725 Second Avenue « Des Moines 13, lowa, Dept. EMC-! 

show me the advantages of the Certified line and tel! ali abou 

for the most CertiFIVE Profit Pian! 


Zone State 


(J Distributor 








OCTOBER 10, 1960 


during the past week. 


TAKING STOCK A quick look at the way in which 


the stocks of 54 key firms within the industry behaved 


This unique summary is another 


exclusive service for readers of EM WEEK. 












































48 | rT 
1-16 Months Weekly 
44 Averages of the 54 Stocks 
Listed Below 
40 
36 
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Te EI Ws OO OS Ro AO Be eee 8 
STOCKS AND DIVIDENDS 1960 CLOSE CLOSE NET 
IN DOLLARS HIGH LOW SEPT. 26 OCT. 3 | CHANGE 
NEW YORK EXCHANGE 
Admiral 23% 11% 12/2 11% — 
American Motors | 29!) 193%, 20%, 20% — ''/ 
Arvin Ind. | 27\/2 18'/ 19 18!/ — ", 
Borg Warner 2 48!/, 33'/, 33% 323%, — h 
Carrier 1.60 41%, 27'/s 29'/g 29'/g os 
CBS 1|.40B 45\/, 365 39 38!/, — 4 
Chrysler | 71%, 40 41, 42 + '/r 
Decca Records |.20 353% 1734 32", 343, + 2!\/, 
Emerson Electric | 50 33 42 43%, + IY, 
Emerson Radio .50F 22!/g lV, 13g 134 + '/ 
Fedders | 20% 15%, 16!/g 16% + 
General Dy. 1.75E 585%, 331, 355% 38!/, + 21/5 
General Elec. 2 997, 70'/, 745, 72% — 2 
General Motors 2 55%, 41%, 42'/, 42!/, dit 
General Tel & El .76* 34'/, 27 263% 27'/2 + IV, 
Hoffman Elec. 60 30%, 18\/, 19/4 20 + % 
Hupp Corp. .37T 1314, 75, 8\/, 8 au Ye 
Magnavox | 55 31% 42\/4 45%, + 3, 
Maytag 2A 441/, 31 33% 32!/, an 
McGraw-Edison 1.40 45%, 33!/ 33% 33'!/, — kk 
Minn. M&M .60 88 63 64 66\/, + 214, 
Montgomery Ward 2 55% 27 28% 27%, — ¥% 
Monarch .30E 197/g 12% 12% 125 ee |" 
Motor Wheel | 2314, 14 13% 13% sein 
Motorola | 98 66/4 66 71 + 5 
Murray Corp. 29'/g 20% 25% 2514, am Yo 
Philco 4G 38l/, 197%, 20% 21 + 
RCA 1B 78%, 51'/ 52'/ 53% + 1, 
Raytheon 2.37T 533% 31% 32% 37 + 4I/, 
Rheem .60 287/g 15 15% 15%, + 
Ronson .60 13% 94%, 12% 12% — 
Roper GD 21'/ 14!/, 17% 173% = 
Schick 163% 8y, 9 9% + % 
Siegler Corp. .40B 43 29 295% 30% + | 
Smith A. O. 1.60A 53% 33% 36!/, 36!/, — 
Sunbeam 1|.40A 64!/, 48/2 49\/, 49!/, — 
Welbilt .10G 7% 4\/, 44% 43, + ip 
Westinghouse 1.20 65 45!/, 47 497, + 2p 
Whirlpool 1.40 347, 22 23%, 23%, + i, 
Zenith 1.60 129% 89!/g 113 112% aut) We 
AMERICAN EXCHANGE 
Casco Pd. .35E 10 6%, 9%, 97/g — 
Century Elec. '/p 9%, 7 7 7 an 
DuMont Lab. 12! 6!/ 12'/4 12\/, oa 
Herold Rad. 7%, I 15 15 me 
lronrite .25T 10'!/, 6\/g I'/f, 7", — VY 
Lynch Corp. (Symphonic) 15 10!/, 11 11% + ¥, 
Muntz TV 6!/, 4 41/g 5!/g + 
National Presto 123% 10% 14 14 at 
Nat. Un. Elec. (Eureka) 3% 2%, 2'/ 24% | * 
Proctor-Silex 9%, 6% 7'/g by, — % 


Telectro Ind. 


Knapp-Monarch 
Trav-ler Radio 
Webcor 


MIDWEST EXCHANGE 


| 


55% b\/, + 
_ 7'/ 7 ER \/5 
1034 11, + Ih 












dend. E—Paid last year 








during first six months 1960 


A—Also extra or extras. B—Annual rate plus stock dividend. D—Deciared or paid in 1959, plus stock divi- 
F—Payabie in stock during 1959, estimated cash value on ex-dividend or ex-dis- 
tribution date. G—Declared or paid so for this year 
value on ex-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & El announced stock splits 


T—Payable in stock during 1960, estimated cash 








ANALYSIS: Although the over- 
all market closed mixed and slight- 
ly down Oct. 3, the EM Week chart 
of 54 key issues showed a *% pt. in- 
crease over last week. All the news 
wasn’t bright though. Seventeen 
new lows were registered in the 
week-long trading that saw 30 of 
the above stocks fail to make a gain. 
Unfavorable con- 


business news 





tinues to plague the market with 
the steel industry’s probable pro- 
duction cut as the most dishearten- 
ing October news. Big gainers this 
week were Motorola, Raytheon, 
Westinghouse, Magnavox and Minn. 
M&M. Losses fractional for 
the most part, and it may be, on 
the strength of last week’s rally, 
that the market is bouncing back. 


were 


| plutumu Opportunity 
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STEAM 
IRONS 


00 


Wante 

























or WATER 

he CONDITIONER 
ut 

(Thousands of customers 


in YOUR selling area 


~-- 4% MILLION MORE 


STEAM IRONS SOLD 
EVERY YEAR!) 











Meensfeam 


the 98¢ TAP WATER 
DE-MINERALIZER 















































PROTECTS 


steam iron from 
damaging tap water 
mineral deposits! 


PREVENTS 


clogging, spurting and ugly 
hard-to-remove staining 
of ironed clothes! 






































IT’S ENDORSED! 
One of America's 
STEAM IRON MANUFAC- 
TURERS includes Wantz 
Kleensteam literature with 
each iron it ships! 


NOT JUST A SINGLE SALE! 
Your Kleensteam sales REPEAT 
... REPEAT... REPEAT! (Gen- 
erates profitable call-backs on 
every first-sale!) 


FULL: MARGIN OF PROFIT! 


40 Percent on each sale! 








LEADING 









































AND IS IDEAL FOR DOZENS 
OF OTHER HOUSEHOLD USES! 

















































anvpy svensa vaowne [ 


cc. Bas 
ii” (kleensteam) 
Ay ; = 


BE SURE TO ASK YOUR 


Kleensteam REPRESENTATIVE 
HOW YOU CAN GET THE 








Kleensteam 6-BONUS PACK 
(No. C-600 . . . Six Cartridges/ 
One Waterflo Cylinder) 


wits2°° FREE! 


ILLINOIS WATER TREATMENT: CO. ROCKFORD, ILLINOIS 


—specialists in applications of ionXchange service. 
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3,300,000 ELECTRIC BLANKETS SOLD IN 1959 


BLANKETS SOLD 


§ NORTHERN-BUILT! 


. in fact, for the past two years, 
Northern and its associated com- 


panies produced 48.2% of all 
electric blankets sold! The four 
famous Northern brands shown 
above—Crestwood, Century, 
Northern Special and Wayne—are 
by far the biggest selling distributed 
electric blankets in the entire 


on = mm we 


industry. In the popular price 
range, these four brands offer more 
quality and more PLUS selling 
features than any other competitive 
brand. So why sell anything but the 
best seller — for the fast turn-over 
and the full profit margin that comes 
naturally—call your Northern 
distributor now! 


NORTHERN ELECTRIC COMPANY 


CHICAGO ¢ WAYNESBORO AND BAY SPRINGS, MISS. 
World's Oldest and Largest Manufacturer of Electric Blankets and Heating Pads 
Executive Offices: 5224 N. Kedzie Avenue, Chicago 25, Illinoise COrnella 7-5100 


In Canada: George W. Endress Company, Ltd. 


» Toronto 


ELECTRICAL 


MERCHANDISING 


WEEK 


A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed fo appliance-radio-TV dealers 
($ millions) 

FAILURES 

of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

{$ billions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST 
MONTH 


112 


18.1 


329 


276 


354.3+ 


25.8+ 


68,282 


Preceding 
MONTH 


120 


18.1 


320 


277 


347.0+ 


23.1 + 


68,689 








YEAR 
AGO 


115 


18.3 


340 


284 


23 


338.34 


24.84- 


67,241 





THE YEAR 
SO FAR 


2.6% down* 
(June 1960 vs. 
June 1959) 
1.1% down 
(Aug. 1960 vs. 
Aug. 1959) 
3.2% down 
(July 1960 vs. 
July 1959) 


2.8% down 
(July 1960 vs. 
July 1959) 


34.7% up 
(Aug. 1960 vs. 
Aug. 1959) 
10.5% down 
(Aug. 1960 vs. 
Aug. 1959) 


29.6% up 


1.5% down 
(2nd qtr. 1960 
vs. 2nd qtr. 1959) 


47% up 
(2nd qtr. 1960 
vs. 2nd qtr. 1959) 
4.0% up 
(2nd gtr. 1960 
vs. 2nd qtr. 1959) 
1.5% up 
(Aug. 1960 vs. 
Aug. 1959) 





*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted) . 


*Figures are for week ending October | 


+ Figures are for quarters. 


1960 and preceding week 


++ Federal Reserve Bulletin figures (revised). 


(revised) 














A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 


ments of 15 key products. New figures in bold-face type. 


DISHWASHERS. 
DRYERS, Clothes, Electric 
Gas 
FOOD WASTE DISPOSERS.... 
FREEZERS 
PHONOGRAPH SHIPMENTS 
PHONOGRAPH RETAIL SALES 
RADIO PRODUCTION (excludes auto) 
RADIO RETAIL SALES 
TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
REFRIGERATORS 
RANGES, Electric, Standard 
Built-in 

RANGES, Gos, Standard 

Built-in 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 

Wringer & Spinner 

WASHER-DRYER COMBINATIONS 
WATER HEATERS, Electric (Storage) 


WATER HEATERS, Gos (Storcge) 





July 
7 Mos. 
Aug. 
8 Mos. 
Aug. 
8 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 


Week Sept. 
38 Weeks 


July 
7 Mos. 
Week Sept. 


38 Weeks 


July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
Aug. 
8 Mos. 
Aug. 
8 Mos. 
Aug. 
8 Mos. 
Aug. 
8 Mos. 
Aug. 
8 Mos. 
Aug. 
8 Mos. 
July 
7 Mos. 
Aug. 
8 Mos. 


4,451 


23 155,704 
4,218,163 
392,858 
3,050,385 
291,500 
2,069,200 
57,100 
492,400 
45,000 
393,600 
120,200 
967,400 
31,700 
229,000 
280,575 
2,186,051 
230,540 
1,634,000 
65,959 
482,860 
296,499 
2,116,860 
55,800 
407,000 
279,400 
1,891,300 





1960 
(Units) 


34,100 
311,700 
69,658 
432,250 
35,461 
228,046 
52,600 
416,200 
97,500 
671,800 
293,551 
2,100,422 
239,736 
2,104,779 
23 247,124 
7,364,589 
573,363 





1959 % 
(Units) 


34,500 
274,900 
87,291 
493,892 
45,906 
241,974 
63,500 
413,900 + 56 
124,600 
777,600 
203,259 
1,698,880 
207,721 
1,738,997 
264,865 
6,492,042 
526,827 
121 | 3,685,708 
179,954 
4,300,722 
370,575 
2,634,532 
370,800 
2,237,100 
67,100 
562,700 
62,100 
415,400 
143,300 
1,069,200 
32,800 
220,200 
268,465 
2,200,887 — 6 
270,332 
1,891,871 
89,517 
596,226 
359,849 
2,488,097 
70,300 
507,400 
256,100 
2,043,600 


Change 


— 16 
+13.39 
—20.20 
—12.48 
—22.15 
— 5.76 
— 747 


—21.75 
—13.61 
+44.42 
+ 23.64 
+15.41 
+21.03 
— 647 
+13.44 
+ 8.83 
+20.78 
—13.48 
— 1.92 
+ 6.01 
+15.78 
—?21.39 
— 154 
—14.90 
—12.49 
—27.54 
— 5.25 
— 16.12 
— 95? 
— 3.35 
+ 4.00 
+ 4.51 


—14.72 
—13.63 
—26.32 
—19.01 
—17.60 
—14.92 
—20.63 
—19.79 
+ 9.10 
— 7.45 








Sources: 


NEMA, AHLMA, VCMA, EIA, 


GAMA. 






















AND. 
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YOUR personal BUSINESS 


If you receive a query from the Internal Owens Service about your 
income tax return, don't ic. That's the first rule. A query 


doesn't necessarily mean at there's anything wrong. 


Could be your return was picked for a spot che che (Almost all, by 
the way, are checked for arit etic.) oF could be there was some- 
thing about your return that tiasned a red light, told the I.R.S. 
there was something out of the ordinary--not necessarily criminal. 


Some returns just naturally call for an audit: Those filed by cor- 
porations, partnerships, fiduciaries ‘and individual taxpayers with 
big incomes or incomes on which taxes are not withheld. Or taxpay- 
ers taking unusually large deductions, or claiming overly large re- 
funds--more than $200, for instance. 





You won't necessarily be notified if your report is chosen for an 
audit. Often, !.R.S. checks through other sources S$ and clears you 
without your loSing any sleep over it. 








But if your return isn't cleared through a cross-check, you'll prob- 
ably hear hear from an I.R.S. agent. He'll contact you by letter and ask 
you to answer the same way or to come over to the office. Just last 
summer (Aug., 1960), I.R.S. extended its “informal chat" method 
for handling differences with taxpayers. Now each of the nation's 
61 district offices has a full-time conference coordinator to talk 
over problem returns with taxpayers. 








The agent will be explicit about what's bothering him, He may 
ask you to clarify a figure or submit proof of adeduction. Andhere's 
where good record-keeping comes in. 


If you've kept a running record of ali deductible expenses, 
save yourself a lot of explaining. 
Speak louder than words. 





you can 
~~ Gancelled checks and receipts 








Whatever your reply, make it promptly. And be sure to answer all 
the agent's questions, so there's no hint of stalling or dodging. 





If you want, you can call in a tax expert or a lawyer. But make sure 
he has a Treasury card. Without one, he can't argue before I.R.S. 
You don't have to have help on the first visit. But if one exchange 
doesn't clear things up to both your and the agent's satisfaction, 
it's smart to get outside advice. A lawyer will be able to tell you 
whether it's worth your while to fight the matter further or whether 
it's time to throw in the towel and pay. 








This year, as every year, Congress passed a number of laws which 
didn't get much publicity. Here are two of those little-noticed ac- 
tions which might affect you: 














° If you're a veteran, you can get free medical aid needed to prepare 
you for admission to a veterans’ hospital, or aid as an outpatient 
after treatment in a veterans’ hospital--even if your malady is a 
nonservice one. The free medical aid rule formerly applied only to 
service-connected ills. 








e It may be harder for you to get a driver's license, if you've ever 








had | yours taken away from you. The U.S. Commerce Department is au- 
thorized to set up a national register of all persons who lost driv- 
ing permits because of drunken driving or traffic violations involv- 
ing a death, States would send in names voluntarily and would be able 
to check applicants for licenses from the master list. 










































to a Mr. 




















“They're going to Chicago— 

















Sol Polk .. .” 








































A DISTRIBUTOR SALESMAN 


Let’s Stop 
Worshiping 
Those Doggone 
Computers 





The appliance industry, regarded by some 
outsiders as a modern, Buck Rogers-type of ad- 
vanced form of business, seems to be reverting 
to one of the most ancient of all primitive prac- 
tices—idol worshiping. 


The great idol before which many appliance 
men now bow down is automation, and its 
prophet, the electronic computer. By now, most 
appliance plants have such an idol in their 
headquarters operation. 

At the manufacturer’s level, the very men- 
tion of one of these idols in an argument is 
enough to still all opposition. 

Ordinarily, an order for appliances placed 
with one of the factories we represent will 
bring the goods in within a few days. 

Since the factory has installed one of the new 
electronic brains, however, we now receive all 
sorts of shipments in even faster time. There is 
only one trouble with nine out of ten of these 
shipments. We never ordered them. What is 
worse, what we did order, more often than not, 
doesn’t get shipped at ail. 


What is most disturbing is not that the elec- 
tronic brain doesn’t function efficiently (that is 
the fault of the humans who don’t know how 
to run it, ’'m told). The disturbing development 
is the notion, that automation can be effectively 
applied to salesmanship. 

An automatic vending machine for men’s 
underwear is supposed to have been some sort 
of minor Miracle on 34th Street in one of the 
big New York department stores just recently. 
That isn’t too hard to understand. 

But when it comes to automated salesmanship 
for distributor salesmen, replete with a portable 
slide projector, a sales spiel on an LP record 
and a factory-written script ... well, that 
arouses the cave-man in me. 

Just as Univac will not work right if it is fed 
the wrong information, the robot salesman will 
get all gummed up because dealers are sure to 
ask the wrong questions. 

There are always dealers, usually located in 
the downtown area of a big city, who have a 
positive talent for throwing curve-balls and 
making outlandish and unexpected demands 
fiendishly designed to torpedo the most care- 
fully thought-through of “human” plans. 

What these dealers could do to throw monkey 
wrenches into push-button selling packages is 
something that should chill the blood of the 
most dedicated automation disciple. 

The high level factory executives who are 
advocating a form of automated selling, it seems 
to me, are confusing two entirely distinct types 
of selling. 


It is one thing for a factory sales manager to 
sell merchandise to his distributors. It is an en- 
tirely different thing, however, for distributors 
to sell to dealers, and dealers to consumers. 

The factory sales manager is talking to a 
captive audience made up of people who are 
there not for the purpose of deciding whether 
to take on a particular line but how to sell 
that line. 

Once many years ago, after I had made an’ 
insistent, demanding plea for an order on a new 
television line, the harassed and hard-eyed 
dealer on the other end of the line told me: 
“Listen pal, you have to sell Brand X of tele- 
vision. I don’t.” 

And that seems to be the heart and core of 
the matter. 


ABOUT THE AUTHOR—The creator of this 
column is a well-known distributor sales man- 
ager who, for obvious reasons, doesn’t want to 
be identified. His free-wheeling comments will 
appear here each month. 
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RED HOT 


| 
Don't use a dust blower ! 



















EUREKA 


eee 





pr Bh tes 5 thle = poem ith three separate dust filters * Eu ane 
filters and refilters the a iat epahdarinia 


EUREKA Vibra Beat - 


Appearing in This Week and Parade 


MILLIONS OF AMERICAN FAMILIES WILL BE PRE-SOLD 


Eureka’s exclusive © 


TRIPLE-FILTE! 


























--- dust that is ordinarily blown back into the room! 


ASK ANY CUSTOMER — women will all tell you dusting up after vacuuming 





has always been a problem. Then talk Triple-Filter. Demonstrate Triple-Filter. 

ae RED Hol And watch it happen — the one that traps, traps, traps is the one they love to 

— buy! ... Buy! ... BUY! Triple-Filter captures the customers because Triple- 
PROMOTIONS SELL THIS Filter captures the imagination! Promote Triple- Filter. Merchandise Triple- Filter. 
RED HOT FEATURE Eureka, the only canister cleaner that filters! ... Filters! ... FILTERS! is the one 


that sells! ... Sells! ... SELLS! 
POWERFUL NATIONAL ADVERTISING— 
localized for you in “This Week” and 
“Parade.” 


TRIPLE-FILTER EUREKA 


VISUAL DEMONSTRATION WITH COM- 
PLETE KIT — ready to use, ready to sell. 


DISPLAY UNITS DESIGNED FOR ON- 
THE-SPOT SELLING 


AD MATS IN ALL SIZES 


CONSUMER FOLDERS, HANG TAGS, 
SALES FLOOR LITERATURE 









. 
A Division of 





VOTien - ori Berri 
Bloomington, Illinois 


